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Diamonds and the luxury market 





New Leilani... heavenly pattern 


From the climate of dreams comes Leilani, heavenly flowe r...to lure hearts 
and dollars. Special 5+ piece SErVICE for eight retails al $89.75 includ- 
ing the drawer chest. Leilani also brings you a beautiful string of pages 
in top women’s magazines... plus traffic builders and tropical displays. 


Get the money-making details about new Leilani from your Approved 


Wholesale Distributor or re presentative of 1547 Kogers Bros. 





diamonds 


complete line Every 
size—Every shape — Every qual- 
ity and in any quantity. MARQUISE 


All Sizes 
complete service 


Same day messenger delivery or 
air express shipment on order or 
PEAR SHAPE MARQUISES 


memo billing. All Sizes vise 
SG 
ny 2a 

WILLIAM LEVINE. offers vou date ~ B+ 


BAGUETTES 


most Goa Diamond Service , 9y 


available to iewelers me and only to 


iewelers. Diamonds of every size. oe 


shape and quality Call De bought at SMALL PEARS 


the lowest prices or consigned to ER CR OQ 


you on memorandum. You can or- SMALL 
ROUNDS 
(Melee) 


v9 
es 


der any Wav vou preter — one stone 
at a time — in sorted and graded 
lots, or in melange papers. 


TRIANGLES 


Today’s Diamond buyer insists on selection. Confi- 
dence and price are not enough to sell our better 
informed shoppers. William Levine's Complete Sel- 
ection Service gives every jeweler the advantage of 
a Diamond inventory equal to that of even the lar- 
gest chains. This wonderful, and “sale-saving’, ser- 
vice is as near as your phone or mail box! Try it the 
next time you think of Diamonds. 





Pop ® . ‘ >: | = 
William Levine Company 
linporte hs and culfers of fine diamonds . 


Kk) \iapison St... Cecaco 2. Inuinors . . Phone CENTRAL 6-3700 
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The misty look that sweeps across a 
young woman's face when she is given 
a diamond is typified on this month's 
cover. The cover-story is "Diamonds and 
the Luxury Gift Market." The figures 
the article presents may surprise some 
jewelers—this market may have been 
neglected in the rush for the bride's 
trade. Recent data supplied by Na- 
tional Family Opinion, Inc., describes 
an important diamond demand among 
women who are over 35. This is the 
second article of JC-K's three-part 
analysis of the diamond market. "Dia- 
monds and the Marriage Boom" is in 
JC-K's Directory Issue. 
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THIRD DIMENSION BEAUTY 


ONLY STERLING SILVER SCULPTURED IN THE ROUND 








ALL PRICES FOR 6-P!I IEC E PLACE-SETTINGS. FED. TAX INC. 


Shown: Grande Baroque, $45.00. Other Third Dimension Patterns: Debutante, :38, 75 « Grand Colonial, $37.50 « 
Silver Swirl, $35.00 « Meadow Rose, $35.00 « Romance of the Sea, $49.50 « Stradivari, $37.50 « Waltz of Spring, 
$39.75 « Rose Point, $37.50 « Sir Christopher, $39.75 * Wishing Star, $29.75 « Melanie, $38.75 « My Love, $37.50. 


WALLACE ~ STERLING 


ONE OF THE HAMILTON FAMILY OF QUALITY PRODUCTS | LOCATED AT WALLINGFORD, CONNECTICUT, SINCE 1835 
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Springs are the heart of an expansion 
watchband, and in Baldwin Bands, the 
performance of every spring has been 
locked in by heat. Baldwin uses only 
top quality, high-tensile stainiess steel 
for making springs, and then improves 
on this best available material. Once 
the springs have been formed, they 
are given a rigidly controlled heat- 
treatment to remove the tiny, unde- 
tectable variations in the steel which 
eventually may alter the performance 
of untreated springs. Heat-stabilized, 
every spring in every link of every 
Baldwin Band works smoothly and 
uniformly with every other spring, 
even after years of hard use. It is 
another example of the unsparing, me- 
ticulous care that stands behind the 
Baldwin name on a watchband — an 
unconditional guarantee of quality and 
satisfaction. Ask your wholesaler for 
the new illustrate? >: ochure. 


Bracelet Corp. 


22 West 48th Street 
New York 36, N. Y. 
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Setting 
No. 104 
Dozens 

of styles 

in settings. 


Men's wed. ring Shank \ ‘ 
No. 6117 Style No. 8259 No. 47134 ; 
Ladies’ wed. ring Pearl, ladies’ “Hundreds a 
Sf No. 6116 and men’s stone of shanks” 
Mtg. No. 106/2448 Seamless bands. rings. j 
Wed. ring No. 45/2449 ae \ , 
Over a thousand sets. a 


SEE KARLAN & BLEICHER’S 


) Ow! JU a Show! 


AT THE RJA TRADE SHOW IN THE WALDORF ASTORIA HOTEL 
| AUGUST 14TH TO 18TH 


Suite No. 867-869 


While K & Band Falcon Stone Ring Products are distributed nationally through wholesalers 


and manufacturers’ only, we extend this cordial welcome to the trade to avail themselves 
of the opportunity to view the Nation’s largest variety of die-struck bridal sets and 
fine items. You will find the experience-most interesting, educational and 


A +h - 
‘eeaisi 4 


ry\tit- c 
profitable. 


(w! Karlan & Bleicher, inc. 


Creators, Di SigGnuers and 


Manutacture rs of ade Mmaaul Ring Findings 
136 WEST 52ND ST., NEW YORK 19, N. Y. 
OFFICES IN PHILADELPHIA, CHICAGO AND R 


1D LOS ANGELES 


. r - a a > an - sare a —. y rnoiaim ry 
STONE RING DIV FAL STONE RING MANUFACTURING CO 


Phone: JUdson 6-6/00 


Mtg. No. 110/47067 Style No. 9341/2052 
Wed. ring No. 48N/47067 ) | Men’s diamond 
Large assortment of Style No. P237 Style No. 5413 


Large assortment : mountings galore. 
Dinner and fancy rings. 
solid shank sets. of pendants. 
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EXCLUSIVE DISTRIBUTORS RADIOS AND PORTABLE 


OF NATIONALLY ADVERTISED ) PHONOGRAPHS 
. WORLD FAMOUS 3S . J JSTEREO 


AR LUNES wit HIGHEST 
G RADIO MARKET 


Al for JACKPOT PROFITS... 


Entire Line Drastically Reduced 
Without Sacrificing Dealers’ Dollars 


4l with America’s T op Traflic Getter : 
Shirt Pocket Transistor Radio 
Linmark. T-25 eet > aa “_" 


Us 


2 60 For the Value-Minded Quality Trade 
 O= FF OW re ALL TRANSISTOR RADIOS... EXTRA VALUE 
EXTRA PRESTIGE AND EXTRA PROFITS 


GO for the Booming Stereo Business 


PORTABLE FULLY TRANSISTORIZED with RADIO 


om Pe OW Ww STEREO ® Only sets of their kind in the country, Complete 
PHONO line, all VALUE-PRICED, with or without radios 


TO THE SHRIRO BOOTHS AT THE SHOWS AND 
Find Out How To BEAT COMPETITION! 


MIDWEST JEWELRY SHOW | ANNUAL SOUTHERN JEWELRY SHOW NEW YORK JEWELRY SHOW 
Hotel Morrison - Room 605 Henry Grady Hotel - Room 714 Waldorf-Astoria Hotel - Booths 65 & 66 
July 17-21 July 17-20 August 14-18 
Chicago, lilinois Atlanta, Georgia New York City, N. Y. 











: nm oe 215 West 5th St., Los Angeles, Calif. 
- SALES OFFICES: 216 W. Jackson Bivd., Chicago, Illinois 
imternehonal OnNrces London Bie! Brienne Horagkong . Tokyo . ale halile, . Bongkok ° @visiic 


Lumpur : Hamburg ‘ Montreal : Rio de Janeiro < OFT Te . Singapore ° OFTe) t-lale . Penang ° Ipfoh 
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WHEN YOU HAVE A STORE OR 


PRICE ... 
always a 
reliable price, 
usually 

the highest 


7. 2a 
equipped (in 
size and 
experience ) 

to come, bid, 
buy, and pay 
cash, in the 
quickest possible 
time. 


STOCK TO 


REPUTATION .. 


ours has been 
built and is 
growing, on 
integrity, 
since 1903. 


the oldest 
and largest 
buyers of 
jewelry stores 
and stocks 

in the 

United States. 


ISN’T IT A MATTER OF DOLLARS AND SENSE? TO CONSULT 


el Séwelers ’ 
reed gf Rake 


38 Bromfield Street, Boston, Massachusetts « Telephone HAncock 6-3233 


WRITE FOR THE BOOKLET ‘‘DOLLARS AND SENSE FACTS ABOUT SELLING A JEWELRY STORE OR STOCK’’ 
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STYLED TO SELL... 
PRICED TO SELL! 


@ EXQUISITE, EXCLUSIVE DESIGNS 

@ SKILLED HAND CARVED CRAFTSMANSHIP 
@ UNEXCELLED QUALITY 

@ UNEQUALLED VALUE 


A. Six fine diamonds individually 
prong set against recessed, mirror- 
like background. Hand carved Flor- 
entine finish top. Tapered. Keystone 
$139 per set 


E. Dainty blossoms on dramatic ‘“‘V’’ 
design. Hand carved Satin finish cen- 
ter. Bright edges. Keystone $46 per 
set. 


em 


l. Graceful swirls on hand carved 
Swedish finish center. Bright edges. 
Keystone $61 per set. 


B. ten fine diamonds individually 
prong set against bright background. 
Hand carved Florentine finish on 
concave top. Tapered. Bright edges. 
Keystone $118 per set 


| 


F. Gleaming spiral wheat motif on 
hand carved satin finish center. 
Bright edges. Keystone $55 per set. 


J. Sparkling swirls on concave, hand 
carved satin finish top. Tapered. 
Brightly faceted edges. Keystone $55 
per set. 


C. Ten fine diamonds set into con- 
cave, hand carved satin finish top. 
Tapered, brightly polished shank. 
Bright edges. Keystone $116 per set. 


—_——_——_ 


G. Hand carved Florentine finish on 
concave center. Edges combine 
bright facets and graceful scallops. 


Keystone $55 per set. 


K. Diagonal, stepped panels of alter- 
nating hand carved Swedish and 
bright finishes. Tapered. Keystone 
$63 per set. 


D. six fine diamonds set against 
recessed, Swedish finish marquise 
design. Tapered bright and satin 
finish shank. Keystone $81 per set. 


H. Glistening wheat design on hand 
carved satin finish center. Bright 
edges. Keystone $44 per set. 


L. Bright triangular facets on hand 
carved Florentine finish center. 
Sparkling step-down edges. Keystone 
$66 per set.. 


All styles available in white or yellow 14K gold. 


Controlled distribution . . . sold by the manufacturer directly to the retailer. 


Free mats available upon request. 


DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS 
BRIDAL RING CO., INC. © 88-06 Van Wyck Expressway, Jamaica 18, L. I., N. Y. 
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A complete merchandising program fromm the nation’s oldest pearl! specialist 


—almost 50 years of uninterrupted service to America’s retail jewelers. 


Jack J. Felsenfeld, Inc. 9 Maiden Lane, New York 38, N. Y. Worth 2-1118 














RIPPLE 


... With the watch and bracelet 
made for each other! 


_ Starting atelah now, your ladies’ watch volume will be bigger and better! CROTON’s new GOLDEN RIPPLE 





' 
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series—priced for volume sales from $49.95 - offers these features:— 


y ts A complete ole -Vot-11-34-To Mh 4-b dela t-te o] a lott MUT-IUE-1 AY, charged fol amotel ae styles. 
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Order samples and start a big “ripple” of excitement in your store. Watch it grow to a “tidal wa 





[wok mon | 


CROTON Watch Co., inc., 404 Park Ave. South, New York 16 

















hos 
The entire GOLDEN RIPPLE series—shock-resistant, 17 
jewel movement, choice of natural gold or white color. 
ADORABLE* 


Resale $59.95 
Keystone 49.80 






RIVIERA* 
Resale $59.95 
Keystone 49.80 
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CHARM 
Resaie $49.95 
Keystone < 3- BE) 


MARCELLA* 
Resale $49.95 4 
Keystone 45.80 





HERITAGE* 
Resale $49.95 — 
Keystone 43.80 


10k gold-filled bracelet, styled by 
famous Jacoby-Bender, Inc. 
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It’s here-it’s the greatest- The Motorola Astronaut— available today! 


First 19-inchiall-tran 


(OVER-ALL DIAGONAL MEASUREMENT) 





See The A 


SDDS IN DPV SN tay 


~~ EAS ro 


Removable Screen-Cover, 
another exciting Motorola first, protects 
screen during travel, snaps on or off in 
a jiffy. 


Compact and Trim 


Astronaut weighs only 40 pounds includ- 
ingenergy cell. Handsomely designed like 
the finest luggage, case combines the 
light weight and rugged durability of 
aluminum and fiber glass. Case is cov- 
ered in tough, scuff-resistant vinyl. Avail- 
able in Tahiti Tan or Black Onyx, with 
polished chrome trim. 


$ 
' 
H 
: 
' 
| 
: 
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Stronaut and all the other Motorola . 


Magic Mast® Antenna System 
is transformer matched and features a 
single pole. Super sensitive to bring in 
pictures sharp and clear. Adjusts up and 
down and from side to side. Telescopes 
out of sight when not in use. 


Topside Master Contro! Panel 
makes tuning fast, easy and convenient. 


Range Finder Control 
adjusts to receive finest possible picture 
wherever you are...in the city...in 
the suburbs . . . or out in the fringe area. 
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sistor portable T'V 


ou dont have to plug in 


The breakthrough that the 
electronics world has waited for 


Here is the television of the future—in production—and 
you can display it in your store today! 

True to our promise of real electronic leadership, 
Motorola brings you the world’s first large-screen all- 
transistor TV that plays anywhere there’s a signal— 
outdoors on its revolutionary energy cell—indoors on 
ordinary house current. Truly, this is the first portable 


designed to be a portable—inside and out! 

Exciting result of five years’ intensive research and 
development, The Astronaut sets a dramatic new pat- 
tern in miniaturization, circuitry and precision manu- 
facture for all TV to follow. 

It’s beautiful, practical, powerful, enjoyable, and a 
real thrill to demonstrate to the customers in your store. 


Magnificent performance plus 


a reliability never before known in TV 


a far longer life and the result revolutionizes today’s 
standards of performance and efficiency. 

You’ve never seen a better TV picture or operated a 
television set with finer response to the controls. 


A marvel of rocket age engineering, The Astronaut’s 
hand-wired chassis features newly-developed transistor- 
ized circuitry. Because transistors last indefinitely and 
generate so much less heat than tubes, components have 


Amazing new energy cell 


A revolutionary new development in the field of energy 
cells makes the Motorola Astronaut an engineering dream 
come true. 

Miniaturization of the high energy silver type cell 


currently used as a power source in jets, missiles and 
satellites is the amazing source of power when an elec- 
trical source is not available. (Astronaut may be pur- 
chased with or without energy cell.) 


©OMOTOROLA 


developments at your Distributor’s Open House 


Tomorrow's Chassis Today! 
Custom Golden **M’”® transistor chassis 
includes 23 specially designed Premium- 
Rated transistors plus 12 diodes in preci- 
sion-engineered rustproof aluminum 
chassis base. Gated Automatic Gain 
Control helps eliminate picture flutter or 
fading due to varying signal strength. 


Premium-Rated Golden "*M"’® 
Picture Tube 


provides the same brilliant picture oper- 
ating on AC current or energy cell. 
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Revolutionary New Energy Cell 
(optional, extra) recharges itself hundreds 
of times on ordinary AC current. Cell 
requires no service, retains high per- 
formance efficiency over long periods 
even if not used for several months. 


One-Year Guarantee! 
Manufacturer’s guarantee covers free ex- 
change of any new component or repair 
of any part, transistor or energy cell 
proven defective in normal use. Arranged 
by selling dealer, labor extra. 


SPECIFICATIONS SUBJECT TO CHANGE WITHOUT NOTICE, 
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4556 
SERIES 744 


It is very likely that this classic Baker setting is 
one of your favorites—but look twice at this illustration. 
You'll see a slight but important design change that 
greatly improves the height proportion and adds 
to the strength of the setting. 

Because of the popularity of this setting we are making 
it available now in a new 1% carat size. 


G50 PASSAIC AVENUE © EAST NEWARK, NEW JERSEY 
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GEMEX A-134 Display 


@ Efficient inventory control with easy-to-check slide-out rear trays @ Extra high profit potential 


@ Adjustable watchbands @ Rich quality appearance @ All this in only 15 inches of counter space! 


THE DISPLAY IS FREE ACT NOW! MAIL THIS ORDER FORM TO YOUR GEMEX WHOLESALER! 
with Assortment No. A-134... 

45 men’s and ladies’ styles, 
including new high-profit 

Gemex styles with extra big markup. 


To: Wholesaler. 





Address 





Please send me the Gemex A-134 assortment: 


Consumer value: $337.85 F.T.I. 
Jeweler’s cost: $147.85 


Teweler’s profit: | $190.00 F.T.I. 


the ‘S -— M/ -— XK corporation 


UNION, NEW JERSEY 





Quantity Cost to jeweler — $147.85 each. 








Jeweler’s name 


Address 








City Zone State 
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ER THAN KEYSTONE! 


ine-quality SUSSEX Jeweled Lever Watches! 


rice tags are low...your profits are high! 


her profits than other watches in this price group! 
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(Left) Marge: —7 jewels, yellow or white top, stainless 
steel back, unbreakable balance staff and mainspring. Cord. $17.95 


(Right) Porpoise: —7 jewels, chrome plated top, stainless steel back, 
waterproof*, unbreakable balance staff and mainspring. Strap. $16.95 


(Also available with 17 jewels. Cost $9.65. Resale $19.95) 
Beautiful gift box included with every watch. Orders of less than 
5 pieces of a single style charged $1.00 additional per watch. 


Write or wire your order today ! *Providing case unopened, crystal and crown intact. 


SUSSEX ...A Division of 


CROTON Watch Co., Inc., 404 Park Avenue South, New York 16 


Los ANGELES Orrice: Croton WatTCcHEs, 448 South Hill Street 








They’re New... 


\ y | 
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Platinum clip is set with 51 round diamonds 


shaped diamonds and 16 baguettes. Total weight of diamonds 
complement the beauty | is 41 carats. $2800 Keystone. From Roger 
of the 9 m/m cultured Coudert, Jeweler, 28 E. Madison St., Chicago. 


pearl in this lovely ring. 
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3142W 4 Cuff link-watch has 17-jewel watch with 
black dial to match black onyx in other link. 
The 10 per cent iridium platinum links are set 
with 44 full-cut diamonds. $1500 retail. From 


vi aie 
design an Schulz Watches, 304 E. 45th St., New York. 
craftsmanship i 


by 
CHURCH & 
COMPANY 


Another 
masterpiece of 


CHURCH & COMPANY 


Manufacturing Jewelers 
2 Garden Street, Newark 5, N. J. 


hek— Early American simplicity in Stegor stain- 

if) ages ——— less has been introduced by Gorham. Called 
ee ee porstcnedlies “Colonial Tipt,” the design is said to be a 
nUS. & Canada GEM SOCIETY re-creation of early silversmiths’ designs. 
Sixteen-piece service for eight retails for 
$22.95, including new plastic “In-a-Drawer” 
tray. 
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WORLD'S LARGEST MANUFACTURER OF QUALITY CRAFTED MOUNTINGS FOR DIAMONDS 


130 WEST 46th STREET, NEW YORK 36, N. Y. 


America’s Queen of Diamonds is an Annual Event sponsored in 
the interest of the jewelry industry by Feature Ring Company, Inc. 


o* comrest coprmcwr atsaes: Or. &. co. me. 1960 
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ms MISS DEBBY JOHNSON 
“AMERICA’S 4th ANNUAL 
QUEEN OF DIAMONDS 


ELECTED BY THE JEWELERS OF AMERICA 


Malte lolutelcelt Mmrtel(-t mole telulel iis aamE 

available to you for new store openings, 

i folg-Melslslh4-161°18 me oleelileli loli y 

local community functions, to promote 

prestige, to ‘‘sell’’ diamonds for your store. 

See the new beautifully conceived group of 

“Queen of Diamonds”’ rings plus stimulating 
promotional volsloMolohA-tail tials Mileli-idlel Mmer: 

well as the industry's most comprehensive 

tol (-retslelsme) mmmolloluleliloMl olceluloliceli MIM 37-18 Macli-tclelam 
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SUPERIOR QUALITY 
TRANSISTOR RADIOS 





Modei 9TL-365S: WORLD-WIDE | Model 7TP-352S: WORLD-WIDE 
9 TRANSISTOR AM/SHORT WAVE RADIO : 2-BAND 7-TRANSISTOR PORTABLE 


World’s first shirt pocket size two band radio with 
telescoping antenna. Extended short wave band, 
6 to 18 mc. Standard band, 540 to 1600 kc. New 
drift transistor. Push-button band selector. 2'/2°° PM 
speaker. High radio slide rule tuning. Internal Fer- 
rite core antenna. In popular colors. 


The ultimate in perfection and radio enjoyment. Sets a 
new high standard in tone, long-range sensitivity ond 
styling. Extended short wave bond, 6 to I8 mc. Standard 
band 540 to 1600 kc. 312". speaker. 9 transistors including 
new drift transistors. Power transistor output. Tone control. 
External telescoping antenna and built-in ferrite core 
antennas. : . 
Complete with Batteries, 5 495 
Complete with 4 Batteries, 6995 Earphone and Leather Case 
Earphone and Leather Case ——— 


aS 54 698 13 war 


aves © 78 oR 1B at 


Model 7TP-352M: With Marine Band, !.6to 
4.50 mc. Special Boat Mounting Bracket 


All Prices Quoted 


Are Suggested List TRANSISTOR WORLD CORPORATION 








Model 7TP-30: 


Complete with 3 Mercury Batteries, 
Earphone, Plush-Lined Metal Jewel 
Case with Smart Alligator Grain Top 





Model 5TP-90: SHIRT POCKET SIZE 
5 TRANSISTOR PORTABLE we | | | | 
ee Selling will be easier when you feature Toshiba transistor radios. They 
Advanced engineering gives this popular priced ke! d ; a AE ; : : 
portable extra sensitivity, extra power for more have the precision engineering, distinctive styling and superlative 
satisfying performance, 2's" PM speaker. Built-in 


Sanity dante atnand, aids adie -adiaen maak performance consumers expect to find in a jewelry store. Because of their 


Tuning range 540 to 1600 kc. In smart colors with superior quality they are profit protected by the strongest warranty in the 
full width metallic speaker grille. A 
industry. 


Complete with 9-Voit Battery, 9995 
Earphone and Leather Case 


See Us During the New York Jewelry Show 
WALDORF-ASTORIA — BOOTH TI 


ne % 


TRANSISTOR 


Toshiba Transistor Radios Are Nationally Advertised In Il Leading 
Consumer Magazines . .. Saturday Evening Post, Life, Look, Esquire, 
Better Homes & Gardens, Playboy, Sports Illustrated, Photoplay, 
Glamour, Holiday, Good Housekeeping. 


Exclusive U.S. Representative for Toshiba Transistor Radios 


52 BROADWAY, NEW YORK 4, N. Y. 








| They're New... 
ny F Kosary of the Whontt 


Catamore Rosaries . . . handsomely crafted of pre- 
cious sterling silver and the finest rosary beads. Dis- 
tinctive . . . beautiful original designs. Sales are 
bound to increase—and profitably. 


Selected 
and 
Serviced 


by “Etiquette” is one of the latest ensembles 
" in Granat’s “‘Wed-Lok” style. Navette diamonds 
Leading complement the larger center stones in both 


§ W | | the engagement and wedding ring. In all, four 
ho esalers navettes and two round diamonds are used. 
From Granat Mfg. Co., Mission St. at 20th, 

San Francisco. 


R76C /83-1350 $27.00 
Genuine rock crystal, each 
bead filigree capped, hand 
engraved cross and center. 
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HAND CRAFTED 
STERLING SILVER 


Imported from Siam! 
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So precious ... so exotic... 
. so very exclusive! 


Pear! bracelet or necklace clasp comes in 14K 
white and yellow gold. Clasps available for 
COBRA three to ten strands. From Grassmann & 
TWIST RING Blake, 782 S. 18th St., Newark, N. J. 
Adjust to any 
size 


$3.50 


Keystone 


PENDANT 

NECKLACE 

Designed on both EARRINGS 
sides TO MATCH 


$5.00 $3.00 


Keystone Keystone 


NEW! 
ILLUSTRATED 
CATALOG 
Write to: 
- | “Moon Glow” electric alarm clock from Ses- 
cay eCw’*Cis t>. sions Clock Co. comes in white, pink or blue 
case with charcoal gray dial. Dial is said to 


Importers be more visible than any other type of il- 
373 No. Beverly Drive, Beverly Hills, Calif. luminated dial. $6.95 retail. 
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ANNOUNCING 


The In 
The New DOXA Watch 
that means Two-way Profit 


for you, Mr. Dealer! 


PROFIT +1: People want this new idea in fine watches 
for themselves...asa gift. 


| PROFIT +2: It takes only a few minutes for you to 
LD OX A affix the initials and you receive an extra profit! 
Write for details now. 
Ichi tolual MORE PROFIT! 


1. DOXA “grafic” for 2. DOXA “Sfygmos”’ 
men and ladies... for doctors...anew 
1960’s BIG SELLER. market for you. 

















*Patent Pending 


DOXA WATCH COMPANY, INC. 665 Fifth Avenue New York 22, N. Y. 
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They’re New... 


STOCK BOXES 


Gold and diamond pin has scrolled leaf motif 
surrounded by diamonds in graduated sizes. 
$2000 retail. From David G. Steven, Inc., 37 
W. 47th St., New York. 





Florentine finish and etching techniques are 
your own specialized combined in this watchband from Gemex. Ends 
package for you. will fit any standard size watch. Available in 


BOX COMPAN v | | yellow gold filled ($7.20 Keystone) and stain- 


less steel ($4.80 Keystone). 

















523 MT. HOPE ST. ° ATTLEBORO FALLS, MASS. 


| REH-craft | 


America's Most Exciting, Most Saleable 
LINE OF 


TROPHIES 


AWARDS 
PLAQUES | — 
Center emerald in this platinum ring is 


See them on display at the flanked by two circles of diamonds. $4650 Key- 


CHICAGO RETAIL JEWELERS’ SHOW " stone. From McTeigue & Co., Inc., 16 E. 53rd 


St., New York. 











* Individual Awards 

°e Team Awards 

¢ Every Sports Award 
e All-Occasion Awards 
* Incentive Awards 


Custom-designed miniature repli- 
cas of trade marks, products, 
buildings 


SEND FOR FREE 52 PAGE CATALOG 


| “Allure” ladies’ watch has 14K gold case, 
. : a : ~~ | 1 diamond weight of one full carat. Move- 
= . 4 A 4 a>. «wz, \ tota . . . ° 
A. ¢ = wits ER = ER . : ! ment is 17-jewel, shock-resistant. $350 retail. 
De ge a Te : From Croton Watch Co., Inc., 404 Park Ave. 
South, New York. 


L A t> 
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you need only 2 watchband lines 
to sell one watchband 
to every customer 








What DUCHESS gives you: 


1 Quality, design, and construction equal to—and 
* better than—bands selling for more. A full 
line of styles for men and women. 





2 “Custom-Size"’, Bandmaster's patented no-tools sizing 
Ld . 
feature, easiest, fastest. 


No loading-up. You buy only as many Bandmasters as you want. 
You don't get stuck with heavy, costly inventory on “deals”. 


Compact, practical displays that help sell without hogging space. 
Free with standard, pre-selected ladies’ and men's assortments, 
Economically designed so that their cost isn't passed on to you 

in higher band prices. 


a9 


uchosds JEWELRY MANUFACTURING CORP. 


300 OBSERVER HIGHWAY, HOBOKEN, N. J. 
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The leading nationally advertised brand 
in the premium price range 


DUCHESS BANDMASTER in the 
popular price range 


Some customers will pay ten dollars or 
more for a top quality “name” brand. 
Most of them won't. Show him a 
DUCHESS BANDMASTER first— 
link for link, equal in quality, design 
and construction to the highest-priced 
nationally advertised bands. 


You'll give the customer change from 
his ten dollar bill—-you’ve made a sale. 


Priced from way down to just under 


the high-priced bands, DUCHESS 


q BANDMASTER’S price range is one 
» in which you'll ring up more sales, and 
| make the profits you can’t make with 


underpriced bands or overpriced bands. 
And DUCHESS BANDMASTER gual- 


ity wins and holds customers. 


Strike up with BANDMASTER— 
ask your wholesaler today for DUCHESS 
BANDMASTER. 





Worn as original equipment 
by America’s finest watches. 





FINEST STYLING AND QUALITY! 


As good looking as the best! Gents bands are 11/16” 
wide—not the usual 9%”. Superbly designed and made 
—they even have Jiffy-Change ends! 


HADLEY PACKAGING !S ELEGANT! 


Each band is beautifully presented in its own molded 
plastic box...no other band in the low-price field is as 
saleable as HADLEY. 





and look at At last! A low-priced, reputable line of 
gome of the watchbands that offers the profit you 





need so badly these days. 
mark-ups ! 


-------------4 


style retail your cost 
=710 Ladies 1/20 1 ' $1.30 


715 Ladies 1/20 1 .95 1.45 
=720 Ladies 1/ : £ 1.60 





ne 
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=815ST Gents Stainless Stee! 
=810ST Gents Stainless Stee! 
845 Gents 1/20 10K G.F. 
=835 Gents 1/20 10K GF. 
855 Gents 1/20 10K G-F. 
825 Gents 1/20 10K G.F. 
=820 Gents 1/20 10K G.F. 
=830 Gents 1/20 10K GF. 


ID AD AD ee ee be ee A 
PNOWODAALNH-w 
FMM MNOonnnnu 


For samples and illustrated order forms write: 


The AANDLEY 
& orforatio n 


580 FIFTH AVENUE, NEW YORK 36, N. Y. « Factory: Pawtucket, R. I. 
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They’re New... 


New “30-CW” model is from Bulova’s line 
of American-made 30-jewel men’s watches. The 
“30-CW” has a unique “suspension strap” ef- 
fect. $100 retail. 


Watch has 18K gold case, Florentine finish 
on bezel. Band is black satin with red leather 
lining. $180 retail. With stainless steel back 
and 18K gold bezel, $90. From Corum Watches, 
666 Fifth Ave., New York. 


“Ballerina” Princess ring has 10 small di- 
amonds in heart motif settings. $49.50 retail. 
From Reese Jewelry Corp., 666 Fifth Ave., 
New York. 
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for more sales BAM LULA ted: 
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ite The New Dimension 
in Display Lighting! 








Only “Live Traffic’ .. . that stops, looks and sees your mer- 
chandise . . . can give you sales! And with sensational 
“SCINTILLITE”, live traffic is immediately increased by 200 
to 300°. Just plug it in, like a floor lamp. . . and your 
faceted stones glow and sparkle, pearls and flatwares gleam 
with undreamed of luster. Windows and counters come alive 
with eye-catching magic of dancing, scintillating light. But 
don’t confuse “SCINTILLITE” with ordinary flashing or re- 
volving devices .. . It's entirely new and different, must be 
seen to be appreciated! Write us for details and name of 
your nearest jobber. 


‘ 


Ne, Ing (DIVISION OF SPINCRAFT, INC.) 
4134 West State Street © Milwaukee 8, Wisconsin 











TROPHIES They're New... 


Specializing 
in Custom Awards 
for every event... 


every purpose. 


In addition to a complete 
line of standard awards, 
R. & L. maintains a staff of 
skilled artists who will design 
to your order any special 
awards your customers may 


ask for. 


Write for free 30 page full 


Ladies’ seven-jewel watch (2892/1) is shock 


color Catalog and price list | resistant, has chrome plated case and stainless 
showing the complete line steel back. Said to be waterproof at pressures 


° | equivalent to 105 feet under water. $16.95 re- 
of R. & L. Trophies. | tain. From Oris Watch Agency, 15 W. 37th 


R. & L MANUFACTURING CO. | 


10 N. 26TH STREET, KENILWORTH, NEW JERSEY 
CHestnut 5-8560 
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STOP 
losing sales on 
a high-profit item! 
START 
making 
money on 
Platinum brooch is set with diamonds and 
turquoise, features sweeping flower motif. Ap- 


proximately $5000 retail. From Raymond 
Abrahams, 551 Fifth Ave., New York. 





Why pass up stopwatch cus- 
tomers...stopwatch profits... 
when Clebor can furnish you 
with a complete line of super- 
accurate instruments for every 
precision timing need. 
Stopwatch of 
Split-Second Accuracy 


43 


CLEBAR WATCH COMPANY, 15 W. 44th St., N. Y. 36 


FREE Rush full information, catalog and wholesale price list. 
No obligatior, of course. 


“Madelon” (2-5126) imported French hand- 
beaded purse has pastel floral design on satin, 
features large bill and card compartments, re- 
movable photo and pass case. Available in 
bone, black and blue. $5 retail. From House 
of Nash, 316 Barrow St., Jersey City, N. J. 


Name 





Addrece 





City Zone Stoate 
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They’re New... 


Chronogruapohs. 


ae) ll od 6-104) -1- Bee a — 

Recording £ Original-design link bracelet has florentine 
finish, eight sapphires. Available in 18K or 
14K gold. $600 Keystone in 14K. From Leslie 
Gates Jewelry Co., 125 W. 45th St., New York. 





There is a dependable Racine 
model for every chronograph 
requirement —for sports, 
industry, science, broadcasting 
— wherever timing perfection 
to the fraction of a second is 
required. Featuring world- 
famed Gallet movements. 





GALLET CALENDAR CHRONOGRAPH 


997-— Shows day, date, and month. 30 
minute register; 17-jeweled excellent 
quality movement; 14 ligne; steel case; 
time-out feature. 12 hour totalizer. 


GALLET—No. 997—174 
GALLET—No. 1997—14K., 17J 


Write for latest Racine 
Chronograph folder P. 








Interlocking bridal set (B210) is latest addi- 
tion to the “Long Life” line, has seven di- 
amonds, die-struck mounting. $77 Keystone. 
From Lieber & Lerner, Inc., 305 E. 46th St., 
New York. 
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66 ° Hamilton’s “Sea Ranger” has oval-shaped 
What are you worrying about... dial, 22-jewel movement. Comes with tapered 


it’s a Flex-Let Band! Ain't it?” black lizard strap. Available in yellow only. 
$95 FTI. 
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LETTERS... 


Greeting Cards 
To the Editors: 


What you have to say about “‘thresh- 
old resistance” is a nice way of ex- 
pressing the difficulties the jeweler 
faces in getting people into the store. 
That is one thing that greeting cards 
have done for many stores. It creates 
traffic within the store that exposes 
customers to purchase of many other 
items that are displayed. It does not 
only go for jewelry stores but many 
other types of stores as well. 

Frankly, we have not been too en- 
thusiastic about approaching jewelry 
stores as greeting card outlets, simply 
because the general attitude has been 
that they only want to carry them for 
accommodation purposes and with no 
thought of devoting the proper space 
and area to greeting cards as a source 
of income and traffic. It’s a far cry 
from selling watches, diamond rings, 
silver and big ticket items that are 
generally carried in a jewelry store. 

With the competitiveness of greeting 
cards in retail stores today, a jeweler 
would have to have a set-up large 
enough to make the expectant customer 
conscious of the fact that he was in the 
greeting card business to offer a real 
selection to the buying public. Other- 
wise, he will not get them into the 
store. 

BRUCE M. FOSTER 
Sales Manager 
The Gibson Art Company 
Cincinnati. 


For the story of what greeting cards 
have done for one jewelry store, see 
last January’s issue of JC-K.—The Edi- 
tors. 


TV Advertisers 


To the Editors: 

Under “Briefly” in your May issue 
you listed some of the top television 
advertisers in the jewelry industry. The 
figures quoted were undoubtedly taken 
from the report on the first 100 net- 
work television advertisers, published 
in the March 28 issue of Advertising 
Age. You will note that Sperry Rand 
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For your every need, see 


“THE LINDLEY MAN” 


The Lindley assortment of gift boxes is so compre- 
hensive that “The Lindley Man” can meet your every 
need —right from stock. What's more, his extensive 
experience enables him to assist you in planning your 
orders—to keep your supplies balanced—and to save 
you money. 

For superlative quality and the utmost in service 
see “The Lindley Man”! 


_a card or wire will 
SCAG a 


better packaging. 
— 


‘LINDLEY 
B 


% 
\ BOX AND PAPER DIVISION 


Marion, Indiana 


(FEDERAL PAPER BOARD COMPANY, INC 





CHAINS AND 
SPRING RINGS 


14 KT. GOLD, PLATINUM AND PALLADIUM 


A variety of chains and spring rings for your 

every need. Special price considerations to 

quantity users. Write for new 72-page cata- 

log, containing the most complete line of 
castings and findings 
in 14 Kt. Gold. 


Vi 
hy 
é Ly Va 
Y Ff 
Sy f 
04 
é tS g 
National Findings Helge) 


125 V Nest 45th St. > New York 36, N. Y. - JU 6-4842 


O 





USE HANDY COUPON 


on page 129 to send in your classified ad to the 
JEWELERS’ CIRCULAR-KEYSTONE 


Chestnut & 56th Sts. 


Philadelphia 39, Pa. 








First Desk Set with | 
$1.00 features for. . fi .- only 


Truly a handsome, well made set, with 


your 
ote vimprint (5 lines “1 in block, seript f 
italie) base, plus Free gift box. Min. g ea. 
onGee. — i-col. Newspaper mat sent free 

fer your promotion uses. 


Several ways desk set is being used: In Hundred Lots 


TO OPEN NEW ACCOUNTS. TO RE- be Shipment 
OPEN CLOSED ACCOUNTS. OLD CUS- 7 prepaid if 
— NIGHT. BUILD UP REPAIR ; 


Refilis i0¢ ea. in red, blue. Rs Pen 
and base colors: CK—IVOR 


erme: Factory. 
3S wks. delivery. 


GOLDNER ASSOCIATES 


P.O. Box 2703, Nashville, Tenn. 
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LETTERS 


(continued ) 


ranked 58 with an expenditure of 
$2,427,951. Most of this amount, of 
course, was for Remington electric 
shaver advertising and the balance on 
portable typewriters — both products 
marketed by jewelers. That figure 
would put us in first place among 
jewelry-product advertisers. We are 
sure that this omission was an over- 
sight and that you did not mean to 
drum us out of the jewelry industry. 
ROBERT P. CLARKE, JR. 
Advertising Manager 
Remington Rand Electric Shaver Div. 
Sperry Rand Corporation 
Bridgeport, Conn. 


No such drum beat was intended; we 
didn’t realize that so much of the ap- 
propriation was spent for articles sold 
in jewelry stores.—The Editors. 


Reader Opinion 


To the Editors: 

Praise is extended to you for your 
outstanding job in effectively bringing 
to the jewelry industry a well-organ- 
ized, informative magazine. 

It has been a pleasure reading 
JEWELERS’ CIRCULAR-KEYSTONE in the 
past, and I sincerely hope that I shall 
have the opportunity to look forward 
to the same in the future. 

BERTRAM STEINER 
New York A. A. Webster Co., Inc. 


Wrong Emphasis? 


To the Editors: 


William T. Hurley’s article on ster- 
ling flatware in the June issue of JC-K 
pointed up what I think is wrong with 
many jewelers’ merchandising efforts: 
namely, excess concentration on the 
bride as the market of all markets. 
What about the middle-aged married 
woman who not only has more money 
to spend but a better idea of what she 
wants in both sterling and gems? 

N. COHN 
Los Angeles 
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All Imports are shipped: 


F.0.B-Geo, Zoltan Lefton Co GEO. ZOLTAN LEFTON CO., Imports so:teieniiam 


Chicago Warehouse or GENERAL OFFICE & WAREHOUSE LEFTON-PACIFIC INC 


F.O.B. Lefton-Pacific Inc., 3622 SOUTH MORGAN STREET, CHICAGO 9, ILLINOIS om wu. sen eee 
enh eatin Nitesitaien CHICAGO SHOWROOM: 1555 MERCHANDISE MART LOS ANGELES, CALIF. 
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-.-. the FIRST billfold disptay 


and assortment designed exclusively 
with the jeweler in mind! 


caraiue/ tthe tH (1ofiie / lhodlel we Codl/ 


Feature these Amity Leather 
Products as nationally adver- 
tised in color in LIFE, POST, 
VOGUE, READER'S DIGEST, 
SEVENTEEN, HOLIDAY, and 
THE NEW YORK TIMES. 


EE YysSs TON =E: 
PROFIT 
betel: 3 ck aS 


fe 
Your profit $34.27 


ORDER TODAY FROM YOUR 
JEWELRY WHOLESALER 


Luxuriously designed of solid 
walnut and splendid Gold Mylar 
...and it’s FREE with this fast 
moving Amity assortment of 12 
Amity Billfolds: 9 men’s; 3 ladies’ 
retailing from $3.95 to $7.95. 


AMITY LEATHER PRODUCTS COMPANY - WEST BEND, WISCONSIN 
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@ 32 dramatic TV spots concentrated in two weeks 
during August! @& In over 60 major markets 
throughout the country. Reaching over 87% of U.S. 
TV homes. @ Aimed to reach the largest viewing 
audiences. Representing over 85% of retail sales. 
8 Highlighting famous Timex Waterproof, Shock- 
Resistant Watches and Self-Wind Watches. These 
new Timex TV Spots will utilize the exciting dem- 
onstrations made famous on Timex TV specials... 
To fully benefit from this dynamic TV promotion, 


Timex Offers: @ Brilliant four-color counter cards. MORE PEOPLE BUY AND GIVE 


ge Exciting four-color window streamers. @ Sales TT t Peer pa 3 


stimulating newspaper mats. @ An all out cam- THAN ANY OTHER 
paign aimed at giving you an extra selling season . WATCH IN THE WORLD. 

for Timex Watches. Your Timex distributor has all 

of this merchandising material for you. Contact 

him today! 

*Waterproof as long as crystal, crown and case remain intact. 375 Park Avenue, New York 22, N.Y. 1300 Jane Street, Toronto 15, Canada 
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A TRAFFIC GETTER MERCHANDISING NATURAL , 
RATED TOPS FOR EVERY AGE GROUP —_// na. 
FROM PRE-TEENS TO OLD TIMERS 27% cron pana cu 


.-. A FABULOUS 
EYE AND BUY APPEAL 
PACKAGE... 


Complete with superbly designed 
pocket radio; with built-in 
Dynamic Speaker . . . brand-new 
portable, pen-style telescoping 
antenna; long-life battery; smart, 
jewel-tone plastic carrying case.... 


A COMPETITION- 
SHATTERING PRICE... => 


That Will Give You A Full Profit Mark-Up! 
Truly incredible that so much value could be 
crammed into one package... 


Pn 


The whole works, ce | nf 
complete, retails for mee j= |: 
an amazingly low  —— 
t Challenges fj wa 4 
Sensation that i 
min Known wn Value in Ka Rail a 0S a = | 
4 MORE 90 DAY LABOR = 
att and MATERIAL WARRANTY 
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DYNAMIC 


FREE vi carcHen a ecHase 


PILFER PROOF ALL METAL DISPLAY given 
FREE with order for, : . oer TS a 


Powerful 


Budget Saver MATS 
SEEING IS 
BELIEVING! - witli Sag 
HEARING IS CONVINCING!) writé WIRE or PHONE FOR DETAILS! 
276 PARK AVE. SOUTH, NEW YORK 10, N.Y. © GRamercy 7-7500 
~y Va OFFICES: 215 West 5th St., Los Angeles, Calif. e« 216 W. Jackson Blvd., Chicago, Illinois 


Tati_ddatelilelst> Lae Olle. yalele . Bie!-Bienne . alelaleL celts Tokyo 


_ > 


Lumpur alolulolas Montreal . Rio de Janeiro . Osaka Singapore 
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COOKING UP JEWELRY SALES 


Take | heaping market of 9,000,000 teenage girls— Add $4,500,000,000 annual teen-age spending 
power (lots of which they spend on jewelry) — Sprinkle generously with the gift-giving spirit of the 
holiday season (girls love to give and get bracelets, rings, earrings) —Cook at 17° (SEVENTEEN, the 


magic number — the magic magazine for millions of girls under twenty who buy reneCAn 
i WU 


from its pages) —Serves: Unlimited helpings of jewelry sales a la SEVENTEEN 


4868 MADISON AVENUE N.Y 
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WHAT'S BEHIND 


GOLDEN ¢ SHIELD 


BY SYLVANIA«e BY HAMILTON BEACH 


GREAT NECK, NEW YORK 


... at all Jewelry Trade Shows this Summer 
COME SEE YOURSELF ON CLOSED-CIRCUIT TV 


JEWELERS’ CIRCULAR-KEYSTONE JULY 


FROM THE PRESIDENT of one of America’s leading jewelry 
organizations comes a pronouncement of far-reaching import 
to all jewelers who query ‘‘What will the retail jewelry busi- 


ness be like in 1965?”’ 


JAY B. RUDOLPH, President 
RUDOLPH BROS., INC. 


41 STORES 
MASS. 


VERMONT 


NEW YORK 
NEW JERSEY 


“The path of least resistance can be a disappointing one for 
the Jeweler. The heavy concentration of so called “price 
leaders” in brands that offer us little protection and a limited 
future beyond today’s sprinkling of orders...isn’t calculated 
to build patronage and profit. 


THIS BUTTON 2? 


This is why Rudolph Jewelers has created the “SEAL OF 
SUPREME QUALITY”—a seal dramatizing the jeweler’s 
story of value, quality and service. We believe the jeweler 
must reconstruct a feeling for character and quality inside 
his store— must upgrade his service, the lines carried—and 
break away from the rat-race price promotions which, at 
best, ‘me too” the discount, department store, appliance and 
variety store customer appeals. 

We at Rudolph’s are most concerned about the state of the 
jewelry business come 1965. We are gearing to keep step 
with these optimistic 60s by stressing first and foremost... 
QUALITY. And quality and service are only meaningful 
provided we can merchandise lines that are patently the 
jeweler’s. 


We have therefore established a number of different product 
lines that will be sold under the RUDOLPH SEAL OF 
SUPREME QUALITY. These lines afford us a good margin 
of profit...have respected brand names...and carry the 
strongest possible quality and service guarantees. Our more 
than 200 sales people have been advised to focus their selling 
efforts on these quality products. 


IN THE AREA OF TRANSISTOR, TABLE AND CLOCK RADIOS AND 
STEREO PHONOGRAPHS WE HAVE SELECTED GOLDEN SHIELD BY 
SYLVANIA, BECAUSE IT AFFORDS THE JEWELER A GOOD MARGIN 
OF PROFIT, EXCLUSIVITY, AND ABOVE ALL, SUPERIOR QUALITY. 


We believe our customer will place his money on value... 
backed by inordinate product beauty...uncompromising 
service ...and time to pay for his purchase. We feel that this 
is “growth” thinking to see us prosper thru the 60s...wherein 
may lie the salvation of the retail jewelry business as we 
once knew it. 





Artcarved 


adds a 
fifth 
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Oe to the art of selling 


diamond ring’s. We mean, of course, the **C’’ of 


Confidence your customers have in the name Artcarved?® It’s the sales 
closer and clincher that gives authority and assurance to Color, Clarity, 
Cut and Carat Weight. Artcarved leaves no doubt about the quality 

and lasting value of its diamond rings. We put it in writing. The 
written guarantee persuades and protects your customers, makes selling 


easier, speedier for you. Only Artcarved offers this comprehensive 
customer-confidence program: The proud signature of Artcarved in each 
ring —Artcarved’s exclusive Permanent Value Plan—a written 

guarantee on all four quality points—the respected Consumer Guaranty 
seal of GOOD HOUSEKEEPING MAGAZINE. This dynamic sales security 
plan is backed by the most extensive and effective diamond ring 
advertising of the year. Become a part of this provocative program 

and you'll discover that the ever-important ‘“‘C’’ of cash profits is readily 
yours with Artcarved. For further information ask your Artcarved 


representative or write direct to: J] R WOOD & SONS. Inc. 


New York - Amsterdam - Antwerp 216 East 45th Street 
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Longines limes the 1960 
U.S. OLYMPIC. TRIALS 


For the fourth successive Olympiad, the United States Olympic Committee approved 
Longines as official watch for timing all events for the selection of the United States 
Olympic Team. Longines Olympic Timers, the Longines Cine-Timer, the Longines 
Swim-QO-Scope and other technical timing devices, supervised by Longines- Wittnauer 
technicians, participated in this important assignment. This service was donated by 
Longines-Wittnauer without cost to the U.S. Olympic Committee or the sponsors 
of the many separate trials involved. These important sports events serve to still 


further enhance the prestige of Longines, The World’s Most Honored Watch. 
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EXCLUSIVE OFFICIAL WATCH 


N.C.A.A. & NATIONAL A.A.U. TRACK & FIELD CHAMPIONSHIPS 
MEN’S AND WOMEN’S SR. SWIMMING CHAMPIONSHIPS 
Vill OLYMPIC WINTER GAMES 
Illi PAN AMERICAN GAMES 


MAJOR SPORTS THROUGHOUT AMERICA AND THE WORLD 
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RATTLE: Lambert Bros. 


— 
jewelers, Inc., of New York City, 


who have been turning out silver 


rattles for babies born with silver 
spoons in their mouths for 83 years, 
are breaking with tradition. 

They are making their first gold 
14 karat 


Britains newest prince. 


rattle, a plaything for 

Valued at more than $500, the rat- 
tle will be on display in New York 
City before being presented to the 
British Royal Family. 


pore Mon! A Scottish 


jeweler visiting a jewelry ex- 


young 


hibition in Birmingham, England, 


boarded a Birmingham bus and 
found himself sharing a seat with an 
elderly English matron of consider- 
able girth. 

Munching cookies from a bag, the 
matron made gestures in the direc- 
tion of the Scot which the latter 
interpreted as a suggestion that he 
move over and give her more room. 
He moved. 

Just then the conductor came back 
to collect fares. He eyed the young 
Scot's traditional Highland garb and 
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SPEAKING OF THE JEWELRY TRADE 


the fare the jeweler had given him. 
*"Ow about the dog, Jock?” he 
said, 
“What dog = 


plexed. 


replied the Scot, per- 


“The one In yer lap, of course. 
said the conductor. 

“That's no dog,” laughed the 
Scott. “That’s my sporran!” 

At this the fat matron came to 
life. “Blimey!” she 


“a sporring is 


spluttered 
through her cookies, 
it? No wonder ’e wouldn’t eat the 


. . *-* p ;°9 
cookie | give ‘im: 


— BENDING: Londoners are tak- 
ing it all with stout hearts and 


stiff upper lips. But it is a bit odd. 


you know. And right over the 
Mother of Parliaments. 

Cause of tension on the Thames is 
Big Ben’s 317-foot 


wouldn’t know it to look at him. but 


tower. You 


the old fellow has developed a four- 
inch list. Big Ben is definitely out 
of line. 


The Ministry of Works has been 


most reassuring about the whole 


thing. No cause for alarm. really. 
Keeping an eye on the matter, 
though. 


(Good thing, too. What? 


Af YOUTH: Age to an adult is a 

matter of relativity, evidenced 
in the late Justice Holmes’s plaint. 
“Oh, to be 70 again!” 

But to a child it is absolute, an in- 
comprehensible condition shared by 
parents and centenarians alike. 

This sad fact was brought home to 
C. B. Williams, of Williams Jewelry 
& Manufacturing Co. not long ago by 
his 9-year-old son. 

At dinner one night the boy ex- 
amined the child’s fork he was using. 
Whose was it, he wished to know? 

Mrs. Williams explained that the 
fork had been his father’s when he 
was a little boy. 

Master Williams continued his in- 
spection of the fork with growing 
to his 


bewilderment, then turned 


45 





the 


Man 


from 


7 oe 

Trifari 
He’s a salesman. And more. A man with pride and skill. 
He takes it as a personal challenge to see how big a share 
he can help vou get from the enormous volume and turn- 
over fashion jewelry is enjoying today. He knows from 
experience that Trifari’s fashion leadership in quality 
costume jewelry will help you reach this goal more easily, 
quickly and profitably. 
He’s a fashion merchandising man. Been servicing many 
stores like yours. He chances no guesswork when he helps 
you install and control your basic stock. (Trifari makes it 
easier with pre-ticketing.) He knows what sells; and he 
won t oversell ! 
He’s promotion-minded. Knows how important Trifari’s 
national advertising is in attracting more fashion con- 
scious customers to your store. And he shows you how to 
take advantage and benefit from Trifari’s ads in LIFE, 
THE NEW YORKER, VOGUE, HARPER'S BAZAAR, 
GLAMOUR and MADEMOISELLE! 


Remember, you can always rely on the man from Trifari! 


Ea 
vg [RIFARL 
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father and cried: “Dad, you must be 
over a 100 years old! Your fork has 
1847 on the back of it!” 


E ova PROMOTION—1858:  Tif- 
fany & Co. didn’t get its world- 

wide reputation by sitting on its 
hands; nor did it emerge full-blown 
into lordly, Manhattan elegance... . 

The famous store was opened in 
1837, as a “Stationery and Fancy 
Goods Store,” by a young man from 
Connecticut, aged 25, with just $1,000 
capital. 

By 1850, Charles Tiffany was 
going abroad to buy “exotic mer- 
chandise.” But he also kept a sharp 
eye out for promotional items here 
at home. After the first great Atlantic 
cable was laid in 1858, he, quick like 
a fox, bought up the remaining cable 
—many miles of it—and set his 
craftsmen to working day and night 
on “cable paperweights, handles for 
canes, umbrellas and whips; brace- 
lets, seals, watch charms, festoons 
; says a newspaper account of 
the day. 

When, with considerable fanfare. 
the articles were put on sale, demand 
was so great that police were called 
to keep the crowds in order. . . . 


Americans still are avid souvenir 
hunters. Surprising that some mod- 
ern Charles Tiffany hasn’t snooped 
around Cape Canaveral for rocket 
discards to fashion into charms, tie 
clips, earrings. .. . 


"heer ME JEWELER: A young man 
who “just drifted” into jewelry 
designing has made his mark in the 
business by designing some pretty 
expensive costume jewelry. 

Peter Rainz of the Josef Morton 
firm did the jewelry collection for 
the TV production Ninotchka, which 
included a 
melee, seed pearls, gold and emerald 
crystals worth $800. 


Another one of his designs—a 


necklace of diamond 


huge necklace with six rows of crys- 
tals—is in the $500 range and re- 
putedly is the only piece of costume 
jewelry Zsa Zsa Gabor ever seriously 
considered purchasing. 

To plagiarize GM’s Charlie Wilson, 
“What's good enough for Zsa Zsa. 
should be good enough for every- 


body.” 


"Pease AND CARROTS: West Ger- 
manys jewelers are embarked 
on a crash program of publicity to 
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"Had a horrible dream last night that everybody paid up all at once.” 
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induce people to buy their watches 
from professional jewelers. 

They are alarmed at the announce- 
ment that a chain of 12,000 retail 
grocers plans to sell watches and 
jewelry in addition to sauerkraut. 

The grocery chain says it has been 





driven into this unorthodox mer- 
chandise because department stores 
are merchandising canned goods and 
other food items at attractive prices. 
So the grocers will try to battle the 
department stores by selling electric 
appliances, cameras, refrigerators, 
and especially watches and jewelry. 

Catalogs will be in the grocery 
stores. Customers can scan them 
while ordering their weiners, place 
their orders and the merchandise 
will be delivered to their homes. 

German jewelers decided on their 
publicity campaign because they fear 
grocer competition. The customer 
who visits a jeweler perhaps twice a 
vear may visit a grocer twice a day. 
Und dot’s no joke. Nein. 


— COUGH: Constance’s pedigree 
+‘ says she is a miniature French 
poodle. But by taste she is a rock 
hound. She downs minerals with as 
much relish as a dowager nibbles 
hors d’oeuvres. And, like Eve, she 
has a yen for forbidden fruit. 

This spring she bit hard on the 
serpents apple, in this case some 
$1.200 worth of engagement and 
wedding rings belonging to her 
owner, Mrs. George D. Conrad of 
Harrisonburg, Pa. Constance swal- 
lowed the lot. 

X-rays showed up the guilt in 
Constance’s stomach. The Conrads 
waited ... and waited . . . until the 
five-week period prescribed by the 
American Veternarian Association 
was nearly up. 

Reluctantly, they decided that an 
operation was their only recourse. 

Then. wonder of wonders, Con- 


stance coughed! 





AND ‘THE LUXURY GIFT MARKET 


This first extensive survey of 
the diamond gift market reveals 


its sze—and how it can grow 


Here is Part II in a three-part analysis of the 
diamond market. Part I, “Diamonds and the 
Marriage Boom,” appeared in the Directory Issue. 
Most of the information in this article comes from 
a survey of 11,000 homemakers, conducted for N. 
W. Ayer & Son, Inc., by National Family Opinion, 
Inc. JC-K thanks Ayer for making the results of 
this survey available. 


® Though only an unforeseen revolution in cus- 
tom could unseat the dewy-eyed bride as the 
jeweler’s chief sales target, her next-door neigh- 
bor has growing importance in the diamond mar- 
ket. The latter woman is the mature American 
homemaker, in whom the passing years have in 
no way dimmed the love for luxury gifts. 

As a market for diamonds, America’s 34 mil- 
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lion married women who have reached their 35th 
birthday yield primacy only to the bridal market. 

Consider these statistics: 

@ In the five-year span, 1955-59, some 6.1 per 
cent of all women homemakers of 35 or over re- 
ceived a diamond gift. 

@ During this period, the U. S. imported an an- 
nual average of 938,000 carats for domestic use; 
roughly 390,000 carats, or nearly 50 per cent of 
the annual import, were purchased in gifts for 
the married woman over 35. 

@® Younger women receive diamond gifts; so do 
some men; but most receivers of luxury gifts are 
to be found among the 34,000,000 American 
women who have passed their middle thirties and 
whose husbands are near the peak of their earning 
capacity. (This, to all intents, is the luxury gift 
market; and, for brevity, when this article men- 
tions homemakers the word will mean married 
women over 35 years of age). 

Far from enjoying the virtual monopoly it does 
in the bridal ring market, the diamond faces stiff 
competition in the luxury gift market from such 
items as furs, automobiles and vacations. But it 
has more than held its own, as statistics that fol- 
low bear out. 

Of the homemakers, some 44 per cent, or 15,- 
004,000 women, have received one or more luxury 


gifts in their lifetime. Diamond recipients com- 
prise nearly half of the 44 per cent. 
Numerically, 6,820,000 married women over 35 
have received a diamond gift, while 8,184,000 have 
received a luxury gift other than diamonds, and 
19,096,000 have never received a luxury gift of 
any kind. The latter group is, of course, a poten- 
tial market for cultivation. By examining the 
characteristics of the 15 million homemakers who 
have received luxury gifts, jewelers may find a 
clue to reaping even greater profits from this 
group and from the 19 million who have not. 


Where is the Luxury Market? 

Typically, the recipient of a luxury gift lives in 
one of the nation’s larger cities; this is particu- 
larly true with women who receive diamond gifts. 
For instance, although nearly one-fourth of the 
homemakers live in rural areas, only 11 per cent 
of recipients of luxury gifts of any sort costing 
$500 or over live there—and only 8 per cent of 
women who have received diamond gifts in this 
price bracket are country-dwellers. Run down the 
graph to the nation’s big cities of 2 million people 
and over, and the percentage of our homemaker 
group rises slightly, to 26 per cent. But 39 per 
cent of the women who have received luxury gifts 
worth more than $500 live here, as do 43 per cent 


RECIPIENTS OF LUXURY GIFTS: THEIR AGE AND WHERE THEY LIVE 


United States 
Homemakers 


Under $500 


PLACE OF RESIDENCE 


Rural 
Cities 7,500/49,000 


Metropolitan areas: 
50,000/499,999 ... 


500,000/1,999,999 | 
2,000,000 & over 


Recipients of all 


Recipients of 
diamond gifts 
Under $500 Over $500 


luxury gifts 
Over $500 


———— 











AGE GROUPS, 35 & OVER 
3544... 


45-54 30 29 30 
55 & over 31 35 28 





100% 100% 100% 





Examples of how to read this chart: ‘‘Twenty-four per cent of U. S. homemakers over 35 live 
in rural areas; 12 per cent of all U. S. homemakers over 35 who have received diamond gifts 
costing less than $500 live in rural areas."’ ‘‘Thirty-five per cent of U. S. homemakers over 
35 are between 35 and 44; 42 per cent of all U. S. homemakers over 35 who have received 
diamond gifts costing less than $500 are between 35 and 44.” 
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RECIPIENTS OF LUXURY GIFTS: THEIR FAMILY INCOME AND HUSBANDS’ OCCUPATIONS 


United States 
Homemakers 
FAMILY INCOME 


Under $500 


Recipients of 
diamond gifts 
Under $500 $500 & over 


Recipients of all 
luxury gifts 
$500 & over 





27% 
22 
22 
19 
10 


Under $3,000. . 
$3,000-$4,999.... 
$5,000-$6,999_.. 
$7,000-$9,999 
$10,000 & over 


5% 
10 
17 
28 
39 


9% 
15 
23 
29 
23 


9% 
12 


11% 
17 
22 








HUSBANDS’ OCCUPATION 


Professional, technical and kindred. . 
Farmers 

Managers & proprietors. . 

Clerical & kindred... . 

Sales workers. . 

Craftsmen & foremen . 

Operative & kindred . 

Service workers... .. 

Farm laborers & foremen 
Laborers.... i | 
Retired, students, armed forces... . 
No answer to occupation 











100% 


100% 100% 100% 





Examples of how to read this chart: ‘‘Nineteen per cent of U. S. homemakers over 35 have 
family incomes of $7,000-9,999—-29 per cent of all U. S. homemakers who have received dia- 


mond gifts costing under $500 have family 


incomes of $7,000-9,999.”’ ‘“‘Eleven per cent of 


U. S. homemakers over 35 are married to men in professional, technical and kindred occu- 
pations; 22 per cent of U. S. homemakers over 35 who have received diamond jewelry cost- 
ing more than $500 are married to men in these occupations.” 


of those who have received diamond jewelry 
valued at $500 or more. In the first instance, 
many potential luxury gift recipients get rela- 
tively few gifts; in the second, members of a group 
only slightly larger receive many more gifts. 


How Old Are Luxury Gift Recipients 


Looking at the luxury market in terms of age, 
it is possible to generalize and say that the older 
the woman the better her chances of having re- 
ceived a costly diamond gift. This ratio does not 
hold true, however, for less expensive diamond 
gifts. Younger women are more likely than older 
ones to receive diamond jewelry valued at less 
than $500. 


What Are Their Incomes? 


Women whose family income is above the na- 
tional average of $5,000 receive more luxury gifts 
than their less-well-off sisters. But the graph 
vividly points up the fact that diamond gifts. are 
not a monopoly of the wealthy. 


50 


More women from the middle income bracket 
($5,000-$9,999) receive diamond jewelry of all 
types than do those whose family income puts 
them in the top 10 per cent of the country, the 
$10,000 and over group. 

The middle income group has a large lead over 
the wealthy in giving and receiving diamond 
jewelry costing less than $500. Even with dia- 
mond jewelry costing more than $500, the middle 
income group leads. Figures for women receiving 
other luxury gifts closely parallel this pattern. 


Husband’s Occupation 


How her husband earns his livelihood appears 
to be more important than income alone in de- 
termining whether or not a homemaker will re- 
ceive a luxury gift. Professional men and tech- 
nicians, managers, officials and proprietors 
comprise only 23 per cent of the husbands. Yet 
51 per cent of the recipients of more expensive 
diamond jewelry are the wives of such men, as 
are 46 per cent of the recipients of under $500 
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diamond jewelry. 

Craftsmen and foremen reveal their rise to 
middle-income status by their relative generosity 
in terms of giving luxury gifts to their wives. 
Only 14 per cent of the homemakers are married 
to craftsmen and foremen, but these women con- 
stitute almost 20 per cent of the market for dia- 
mond gifts costing less than $500 and 10 per cent 
of the market for more expensive diamond gifts. 

The occupation graph bears out the fact that 
in income the blue collar craftsman is increasingly 
outdistancing the white collar clerk. Fifteen per 
cent of the homemakers are married to men in 
clerical and kindred occupations; but they are 
only 8 per cent of the under-$500 diamond market 
and a mere 6 per cent of the market for costlier 
jewels. 

Similarly, farmers’ wives tend to be under- 
privileged so far as luxury (and particularly dia- 
mond) gifts are concerned, despite the fact that 
many farmers are wealthy men. 


Diamonds and Competitors 


As the graph indicates, 15.5 per cent of all 
homemakers have received a diamond gift worth 
$500 or less, a figure topped only by “other 
jewelry” among gifts in this price range. Dia- 
mond gifts have a good edge here over their tra- 
ditional gift rival, furs. 

In the “over-$500” class, the personal automo- 
bile leads both furs and diamonds as the No. 1 
gift, thanks to the increased need for transporta- 
tion imposed by suburban living. On the other 
hand, one might well ask whether a second-hand 
station wagon is, indeed, a “luxury” gift or 
whether it is simply an expensive necessity for the 
suburban family with growing children. 

Furs take second place in the list of “‘over-$500” 
luxury gifts, but their lead over diamond jewelry 
is very small—3.4 per cent to 2.8 per cent of all 


homemakers who have passed their 35th birthday. 
Vacation trips, other jewelry and china trailed 
behind as luxury gifts costing more than $500. 

In the over-all competition between diamonds 
and furs, diamonds are far ahead in several price 
brackets. 

In gifts under $250 (most diamond jewelry 
costing less than $500 costs less than $250) : non- 
diamond jewelry outsells diamond jewelry at 
about two to one; diamonds in turn outsell furs 
by the same ratio. 

In gifts over $250: non-diamond jewelry falters, 
and furs emerge as the favored gift between $250 
and $900. But at $1,000 diamonds are preemi- 
nently the luxury gift, losing this status only at 
the $2000 level where the personal automobile, “‘a 
car of her own,” leads the field. 


Value of Diamonds 


Getting back to the 2.8 per cent of homemakers 
who have received gifts of diamond jeweiry worth 
over $500, this percentage seems small, indeed, 
compared to the 15.5 per cent who own diamond 
jewelry valued below $500. 

Yet the average piece worth less than $500 
sells for $175. And the average piece worth more 
than $500 sells for $850. This is a 5-to-1 ratio, and 
the diamonds contained in the latter piece are 
worth about five times as much as those which 
are mounted in the less-costly jewelry. 

This 5-to-1 ratio is true, also, for unit sales. 
One “over-$500” article of diamond-set jewelry 
is sold for about every five sales of lower-priced 
diamond items. 

Result of this arithmetic: ““Expensive” diamond 
jewelry, though vastly outnumbered by less ex- 
pensive pieces, contains about the same total dol- 
lar value of diamonds. The carriage trade still 
lives! 

Even “Daddy” Browning didn’t give his 


LUXURY GIFTS: HOW MANY HOMEMAKERS HAVE RECEIVED THEM AFTER MARRIAGE? 


Luxury gift 
valued at 
$500 or under 


TYPE OF LUXURY GIFT 








Diamond jewelry 15.5% 
Other jewelry 18.8 
Furs ) 11.9 
China 1.4 
Vacation trip 3.6 
Own car es 


Luxury gift Luxury gift, 
valued at no value 
over $500 given 





2.8% 2.9% 
2 4.8 
3.4 1.7 
2 9 
1.5 2.4 
5.0 1.4 





Percentages apply to all U. S. homemakers 35 or over. Examples of how to 
read chart: ‘Fifteen point five per cent of all U. S. homemakers 35 or over 
have received a gift of diamond jewelry costing $500 or less since mar- 
riage; 2.9 per cent of them have received a gift of diamond jewelry costing 
more than $500 since they were married.” 
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LUXURY GIFTS: WHAT ARE GIVEN AND WHEN 


ANNIVERSARY 


LUXURY GIFTS UNDER $500 


Diamonds 
Other jewelry 
Furs.... 
Silverware 
China 
Vacation trip 


LUXURY GIFTS, $500 AND OVER 


Diamonds 
Furs 
Vacation trip 
Own car 


BIRTHDAY 


17% 
25 


OTHER 
OCCASIONS 


CHRISTMAS TOTAL 


25% 
18 
20 


33% 
41 
45 
40 17 
50 13 
5 68 





Examples of how to read this chart: ‘‘Thirty-three per cent of all diamond 
gifts costing less than $500 were received at Christmas, while 25 per cent 
were received on wedding anniversaries.’’ ‘Eighteen per cent of furs costing 
$500 or over were received on birthdays; 17 per cent of diamonds were 


received on these occasions.”’ 


“Peaches” a luxury gift every second Tuesday, 
and most luxury gifts are received by homemakers 
on the traditional occasions for gift-giving—anni- 
versaries, birthdays and at Christmas. 

The preeminent anniversary gift is the diamond 
costing more than $500. One third of all diamond 
gifts in this price range are received by home- 
makers on their anniversaries—10 per cent more 
than are received at Christmas. No other kind of 
luxury gift in any price range enjoys a higher 
sale as an anniversary gift than as a Christmas 
present. In fact, only silver costing less than $500 
comes even close to a 50-50 breakdown between 
these gift-giving occasions—35 per cent given for 
anniversary gifts, 40 per cent for Christmas. 

Below the $500 mark, more diamonds are given 
for Christmas presents (33 per cent) than at anni- 
versaries (25 per cent). 

But the essentially non-seasonal quality of the 
diamond gift should be noted in both price ranges. 
With anniversaries, birthdays and “other occa- 
sions” accounting for two-thirds of the “under- 
$500” diamond gifts and three-fourths of the 
“over-$500” gifts, the diamond is truly a year- 
round seller, and jewelry store advertising and 
promotion of diamonds should take this fact into 
account. 


Sales by Type of Jewelry 

Givers of diamond jewelry (and it must be as- 
sumed, receivers also) indicate an overwhelming 
preference for rings in all price brackets. Sixty- 
eight per cent of all recipients of diamond gifts 


52 


under $500 receive rings (one per cent of these 
being solitaires). And the percentage of rings is 
even higher among more expensive diamond 
jewelry. Diamond watches are in second place in 
all price classes, and pins, brooches or clips in 
third. 

Diamond-set earrings, necklaces and bracelets 
follow in fourth, fifth and sixth position—except 
in the ‘$1000 and over” group, where diamond 
bracelets outsell either earrings or necklaces. 


Paths to Expanded Sales 


If the bridal market for diamonds is near the 
saturation point in terms of percentage of brides 
receiving them (75 to 80 percent approx.), the 
luxury gift market most definitely is not. Whereas 
the engagement diamond is, for most women, a 
once-in-a-lifetime acquisition, diamond gifts need 
not be. 

What clues to action can the retail jeweler 
draw from this study of the luxury gift market? 
A few may be found among the following: 

1. Stress diamorid rings because they are the 

best-selling type of diamond jewelry. 

2. But also push diamond watches, pins, 
brooches, clips, earrings, necklaces and brace- 
lets because relatively few women among 
your customers now own such items. 

. Remind your customers of the suitability of 
the diamond as an anniversary gift—espe- 
cially for the 25th anniversary (each year a 
million couples celebrate this anniversary). 

4. Promote diamonds as the perfect gift—not 
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TYPES OF DIAMOND JEWELRY RECEIVED 


DIAMOND JEWELRY, UNDER $500 


Watches 


Pins, 
brooches, 
clips 


Earrings 


| 


Necklaces a 5%, 


' 
' 


Bracelets ] 3% 


68% _ solitaires, 1%— 


27% 


Total 
mention 
116% 


DIAMOND JEWELRY, $1,000 AND OVER 





Watches 








Pins, 
brooches, 
clips 





Earrings 


Necklaces 


Bracelets 


0% 





74%, —_ solitaires, 2% 


Total 
mention 
111% 
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DIAMOND JEWELRY, $500-$1,000 


Watches 


Pins, 
brooches, 
clips 


Earrings 


Necklaces 


Total 
Bracelets mention 


104% 





In all price ranges, the ring is the diamond gift most often 
given, with non-solitaire types making up the great bulk 
of gifts. Examples of how to read these charts: “‘Sixty- 
eight per cent of diamond gifts costing less than $500 are 
rings; one per cent are solitaires, 67 per cent other types.”’ 
“Thirteen per cent of diamond gifts costing from $500 to 
$1000 are diamond-set watches.’’ Note: Percentages add 
to more than 100 because of homemakers who reported 
receiving more than one kind of diamond gift. 


only at Christmas but the year around 
(birthdays, anniversaries and other occa- 
sions). 

The diamond gift market has much room to 
grow, among the 7 million families (one family 
in every five), in which husbands have already 
bought diamond gifts for wives. Also, among the 
8 million families (mostly in the upper and mid- 
dle-income groups) which have bought other lux- 
ury gifts—but not diamonds. And, finally, among 
the 19 million families who have so far not bought 
any kind of luxury gift. enw 


Next month: The final article in this three- 
part series will bring out other aspects of the 
current diamond picture—import trends, jewelers’ 
expectations and the interesting question as to 
whether foreign countries will follow the U.S. in 
accepting the diamond ring as an engagement 
symbol. 





PROFITS APLENTY 
trom the 


UNDER 20 


Fashion conscious teenagers have billions to spend and do so readily 


when stores carry the lines they want at the prices they can afford 


By JERRY GEWIRTZ 
JC-K Fashion Consultant 





Teens, says Seventeen, will shop this fal! for: 


Longer necklaces in pearls or massive chains 
Huge pins, textured or stoned 

More and more rings 

Barrettes for their hair 


Antique medallions and heraldics that look 
genuine 


Wide bangle bracelets 

Ruby, sapphire and topaz stones 
Opaque beads flecked with gold 
Black ‘“‘diamonds” for evening 
Watches that look like bracelets 


STMT 


Young men will be seeking: 


Zerttisnse 226 Sortie, i “ 
Sertescem a , 


* 7 
. 


Neat tie tacs 

Smaller clips 

Bolder links 

Highly textured finishes 
Metal surfaces dulled down 
Thin watches 

The ident bracelet again 


wo) 


. ieee 
* 
~ . # 
al 


tsetire@ 


* ow yt 
> 
* 
ee a ~ 


@ wrrevicee® 
pm wirecsese 











Teens talk it up. When the teens buy 
something they really like, they tell 
their friends, serve as_ enthusiastic 
word-of-mouth advertisers for jewelry 
stores which make an effort to please. 
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lie 


®., 
be 


Under 20 showcase shoppers prepare to zero in on a possible purchase—in this case the ever popular charm. 


@ YARDS OF COPY have appeared in the last couple 
of years emphasizing and reemphasizing the buy- 
ing strength of teenagers, reputed to spend some 
$3.2 billion annually on clothes, accessories and 
shoes, of which some $125 million goes for acces- 
sories alone. 

Merchants have been told of the awareness of 
the young man and woman concerning fashion, 
their loyalty as customers and their willingness 
to bring friends to a favored store. 

Magazines devoted to this young buyer have 
burgeoned. Newspapers and other national media 
have given over sections to an appraisal of the 
preferences of these young people who marry 
early and carry their shopping habits into adult- 
hood. 

As a result, new channels of distribution have 
arisen to accommodate their buying habits. 

There are teen shops, with Coke bars that 
draw the customer in after school. Almost every 
department store has a section allocated to the 
marketing of high fashion merchandise for the 
teen girl and boy as well as for the younger sub- 
teen. Manufacturers of ready-to-wear for the 
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teen are so plentiful that there are sub-special- 
ties within the specialty. There are young sophis- 
ticates; there are petites. Even Mama can buy 
certain teen lines because they are more haute 
couture than her own, less costly and better pro- 
portioned to the youthful figure of today’s 
matron. 

Makers of jewelry have joined the band wagon. 
Some create only teen accessories. Others have 
special lines, designed exclusively for the young 
adult. 

Certainly this jewelry is selling well, evidenced 
by the seasonal increase of numbers in these 
lines 

Is the jeweler, we wonder, finding a compara- 
ble increase in his own store? Is he wooing and 
winning the teenagers, some 47 per cent of whom 
will marry before they are 19. 


Diamonds Aren’t Enough 


The jeweler, we believe, is getting a part of 
this market, but some of it too late. He is, for 
example, attracting the young lady and her pros- 

(please turn to page 77) 
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UNITED PRBSS 


Senator Paul H. Douglas, whose committee has heard 
hundreds of thousands of words of testimony, for 
and against ‘‘full disclosure’’ of carrying charges. 


® AT THE OPENING SESSION of the hearing on 
Senate Bill 2755, Sen. Paul H. Douglas of Illinois, 
the author of the proposed legislation and the 
chairman of the body generally called “the Doug- 
las Committee on Consumer Credit,” said: 

“The purpose of this bill is to require that the 
American consumer be given the truth, the whole 
truth, and nothing but the truth about the inter- 
est rates and finance charges he is asked to pay 
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By WILLIAM WAGNER 
JC-K Installment Credit Consultant 


CONSUMER 


CREDIT 
ON THE 
STAND 


What a Senate Subcommittee is finding 


out about certain credit practices and 


what may be done about its disclosures 


when he borrows money or buys an article on the 
instalment plan.” 

The hearing on the bill is before the Subcom- 
mittee on Production and Stabilization of the 
Senate Banking and Currency Committee. The 
proposed legislation was referred to this com- 
mittee because it is intended ‘“‘to assist in the 
promotion of economic stability by requiring the 
disclosure in simple annual interest rates of fi- 
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This is the first of a series of three articles 
based on a protracted hearing being held by the 
Douglas Committee on Senate Bill 2755. Future 
articles will deal with the remedy proposed, and 
with what may happen if a remedy is not pro- 
vided and applied.—The Editors 





William Wagner 





nance charges in connection with extensions of 
credit.” 


Off with the Camouflage 


Senator Douglas has declared repeatedly that 
the bill is not a credit-control measure, but “a 
means to strip the disguises and camouflage which 
frequently hide or distort the true price of credit.” 

Senator Douglas calls attention to four different 
types, or methods, of imposing carrying charges 
for instalment credit which are in common use. 
His remarks make it obvious that there exists a 
lot of conflicting opinion regarding the effective- 
ness of the proposed legislation, and that the key- 
stone of the drive for federal legislation will be 
the welfare of the national economy. Of the four 
methods, he says in substance: 

@ The catchwords, “Easy Terms,” often used in 
advertising, are a means to hide the price of 
credit, which may range from 6 per cent to 100 
per cent. 

@ Monthly rates, such as 1 per cent or 114 per 
cent may be “a disguise of the simple annual in- 
terest rate, which actually will be from 12 per 
cent to 18 per cent.” 

@® When a finance charge is quoted as a per- 
centage of the original amount, rather than the 
unpaid balance, the actual rate is about twice the 
one that is stated. 

® When a charge for credit is stated as an 
“add on” to, or a “discount” applied on, the orig- 
inal amount of the debt, the real cost of credit is 
double the stated rate. 


Controls Not Advocated 


In his opening statement at the hearing, Sen- 
ator Douglas said repeatedly that Senate Bill 2755 
does not have for its purpose the control of con- 
sumer credit and the regulation of the level of 
rates. He made it a special point to emphasize 
that the proposed law is intended “to let the con- 
sumer know the annual interest rate as a percent- 
age of unpaid balance and to disclose the total 
amount of the interest and other charges which 
are made.” He asked, “Is not the borrower or 
buyer entitled to the truth?” 
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His answer to his own question was: “A simple 
annual rate of interest is a rare thing at the retail 
level of consumer credit.”’ 


Governmental Agencies Say... 


He called attention to the fact that a number 
of governmental agencies had been consulted re- 
garding the purposes of the proposed legislation 
and its enforcement. He added that these agen- 
cies “generally are in favor of the bill,” and re- 
ported their attitudes as follows: 

The Board of Governors of the Federal Reserve 
System endorses the objective of the disclosure 
requirements but believes that it would not be 
appropriate to vest the Board with responsibility 
for administering its provisions. 

The Federal Trade Commission favors the prin- 
ciple underlying the bill but defers to the experi- 
ence and judgment of the Board of Governors of 
the Federal Reserve System. 

The Federal Home Loan Bank Board is in ac- 
cord with the principle of the bill. 

The Department of the Treasury is in accord 
with the bill’s stated purpose of assuring full dis- 
closure of the cost of credit to a borrower and 
would have no objection to the enactment of legis- 
lation to require such disclosure. 

The Department of Health, Education and Wel- 
ware is in accord with the general purposes of 
the bill to assure full disclosure of credit costs, 
and it observed that since thrift implies the judi- 
cious use of credit, it is important that the cost 
of credit be expressed in terms which can be 
readily understood and used as a uniform basis of 
comparison. 

Voluminous testimony heard by the Douglas 
Committee focuses on the need to educate the pub- 
lic in the use of consumer credit and to provide 
protection for substantial sections of the popula- 
tion. Misuse, abuse, hardship and even suicide 
were detailed by witnesses. This would seem to 
force the conclusion that all business should con- 
sider going farther than many states already have 
gone in cleaning house effectively. 

Before attempting to quote from the hundreds 

(please turn to page 79) 
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Bridal rings are only half of the diamond market. 


These attractive window displays help sell . . 


BIRTHDAY, 
ANNIVERSARY, 
CHRISTMAS GIFTS 


By VIRGINIA DIXON 
JC-K display consultant 


@ Diamonds are not only a girl’s best friend... 
their appeal carries through maturity and the 
Sixtieth Anniversary is designated as the Dia- 
mond Anniversary. In fact, as a survey described 
elsewhere in this issue indicates, very nearly half 
of the diamond sales made are made to or for 
women over 35. 

In order to share in this very generous market, 
we would do well not to limit our diamond displays 
to bridal themes. 

A gift of diamonds may fittingly mark many 
occasions in life—the first baby, a special birth- 
day, Mother’s Day, an advance in business or pro- 
fessional life for her or her husband, and what 
woman will quibble over calling any wedding anni- 
versary “a diamond anniversary ?” 

Whether modest or lavish, no other gift can 
be a more enduring memento of a happy event. 
Let your displays stress this fact and see that 
they are specific in their suggestions of such oc- 
casions and the appropriate diamond gifts for 
them ... from charms to solitaires. Zea 





A portrait photograph is enlarged 
and framed to look like a giant 
playing card for this ‘‘Queen of 
Diamonds”’ display. A_ fabric-cov- 
ered panel slanting to the floor 
from the photograph provides 
space for showing a variety of 
diamond gift suggestions. Addi- 
tional merchandise is displayed in 
gift boxes on cylinder elevations 
on either side. Copy panel sug- 
gests: ‘‘The finest in gifts for your 
Queen of Diamonds!’’ A _ photostat 
enlargement is least expensive and 
quite adequate in such a large 
size. If it can be tinted or hand 
colored so much the better. The 
frame can be cut from cardboard. 


“The Anniversary Waltz’’  § sug- 
gests a gift theme and the musical 
background for this display. An 
enlargement of the title page of 
the sheet music is placed against 
the background. A _ long paper 
streamer lettered to resemble a 
musical staff twirls through the 
window behind and around group- 
ings of merchandise. A black and 
white color scheme would be strik- 
ing for this display—black floor, 
white background, white circular 
pads and black cylinder elevations. 
The music sheet can be enlarged 
by photostat, the size depending 
on the size of your window, but 
probably about 18” x 24’. The 
music staff streamer should be 
four or five inches wide and as 
long as your window size or the 
patience of your show card man. 


Window copy lettered on burlap to 
resemble an old fashioned sampler 
with the motto “A Diamond is 
Forever’ is framed against the 
background. Diamond rings in gift 
boxes are displayed on sculptured 
hands and on small cylinder eleva- 
tions. Copy ribbons’ suggesting 
various occasions—Birthday, Anni- 
versary ... “Just because ! love 
you’’—etc. are shown with each 
hand. If you do not have any 
sculptured hands available, a sil- 
houette, such as indicated in the 
sketch, can be cut from plywood 
and painted or covered in fabric. 
Design them so that your ring 
boxes will just fit in the opening 
between your thumb and forefinger. 


JEWELERS’ CIRCULAR-KEYSTONE, JULY 1960 




















Summer Ads Need kxtra Sock 








These chucklers pulled well aaa oro wonoars metre —_| 





during hot weather, proving 


the selling power of humor 


@ Summer reading habits differ sharply 
from those of winter. When people read at 
all in the hot weather, it is usually some- 
thing light, frothy, amusing. 

Smart advertisers realize this and act ac- 
cordingly, cutting excess wordage out of 
their copy, keeping their message simple, 
straight to the mark, and, if possible light of 
touch. People in hammocks don’t want to 
think deep thoughts; they want to be POWER 
amused. 

Rivkin’s Jewelry, Seattle, Wash., presents of a 
a sober, dignified face to the world in their 

DIAMOND 


from 


a 
Any man * 


knows the 


Offbeat humor and 
clever plays on 
words set this pair 
of Rivkin’s ads off 
from run-of-the-mill 


help You WwIn advertising fare. 


Ad above is four 











| columns by 175 

YOUR Queen of Hearts | lines; ad at left is 
_ eight columns by 

140 lines, a_ full 

half page in depth. 








NEED CREDIT? SEATTLE’S GOLDEN RULE JEWELERS 
Ad Rivhin's the “Ante ote, ae anthite 
CORNER FOURTH & PIKE 





JEWELERS’ CIRCULAR-KEYSTONE, JULY 1960 





in-store operations. But two years ago they 
decided that the injection of a bit of screw- 
ball humor into their summer advertising 
was what was needed to jolt customers out 
of their hammocks and into the store. 

They came up with a series of sophisti- 
cated, rib-tickling diamond ads that were a 
sharp break with the store’s advertising 
tradition. Break or not, they sold diamonds. 
They were so successful, in fact, that Riv- 
kin’s continued the zany series until late in 
the autumn, retiring them at last only to 
make wav for traditional Thanksgiving and 
Christmas ads. 

Some of that series are reproduced here 
for the benefit of other jewelers who might 
be looking for something different in the 
way of summer ads. 

Herb Rivkin, advertising director for the 
store, savs, ““We’ve tried to keep our adver- 
tising stimulating without being garish or 
silly.” 

JC-K thinks they have succeeded and 
might well be emulated by other stores when 
the dog days arrive and ads need that little 
extra something to encourage trade. SG 


OPEN MON. TIL? PM 


It's easy 
to catch a girl 
with a 


DIAMOND 


from 











Flashy fishing, four columns by 175 lines. 
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“Didn't need a club* 


used a 


Diamond 
Ring 


instead! 


©*Dadn't need « down pevment, 
either. And got « 


WHOLE YEAR TO PAY!” 


SEATTLE'S GOLDEN RULE JEWELERS 
CORNER OF FOURTH & PIKE 


Diamond from a rough, five columns by 180 lines. 


OPEN MON. NIGHTS TIL ? 


You're sure 
to lure an angel 


with a 
DIAMOND 


from 


Ne Down 
Payment 

© 
Toke a Whole 
Yeor te Poy CORNER FOURTH AND Pike 


SEATTLE'S GOLDEN RULE JEWELERS 





The heavenly diamond, four columns by 175 lines. 





Christmas 
starts in July 


RJA’s Chicago show will get jewelers into the holiday- 
selling spirit; gala program is planned for wives 


@ JEWELERS’ WIVES who like fashion shows, horse 
races, candlelight luncheons, corsages, teas, flower 
shows, French cuisine, cocktails and Christmas 
will will be delighted to know there’s a convention 
and trade show coming up July 17-21 in Chicago. 

The sponsoring Retail Jewelers of America, 
Inc., has scheduled as many good things for the 
jewelers themselves, including a comprehensive 
look at the fall and Christmas products of many 
of the nation’s jewelry and watch firms. 

Headquarters for the annual Midwest affair, 
billed this year as “Christmas in July,” is the 
Morrison Hotel. To keep both the jewelers and 
their wives busy, RJA this year hired respectively 
a New Jersey public relations-publicity firm and 
a social director. 

The public relations firm, working with RJA’s 
convention and trade show committee, will trans- 
form the Morrison into a Christmas panorama, 
with reindeer, Santa Clauses and holly, to instill 
the “Christmas buying spirit” into the four-day 
show. Speakers at the business sessions include 
experts on advertising, the bridal market, the 
teenage customer, salesmanship and store light- 
ing. 

Advertising Manager Paul J. Hassett of the 
Chicago Sun-Times will discuss “The Benefits of 
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Newspaper Advertising for Retail Jewelers.” 
Following Hassett, there will be a seminar on ad- 
vertising generally, including preparation of copy, 
art layout, and billing problems. 


Bridal Market Seminar 

The top executives and editors of Bride's 
Magazine will conduct a seminar on the wedding 
and bridal market, in which they will give the 
results of their own extensive research work in 
that field as it is of benefit to jewelers. Their 
presentation will include a film showing. 

Seventeen Magazine Editor Connie Weber will 
offer ideas and suggestions for the presentation 
of jewelry merchandise to teenagers, analyzing 
their tastes and preferences. 

“Proper Store Lighting Means More Sales” will 
be the subject of a seminar conducted by Sylvania 
Electric Products, Inc. Sylvania engineers will 
discuss means for effective window and in-store 
lighting, and will be available to answer individ- 
ual questions. 

A principal speaker at the annual dinner on 
July 19 will be Dr. Kenneth McFarland. Educa- 
tion consultant and guest lecturer for General 
Motors Corp., Dr. McFarland was named “Amer- 
ica’s Outstanding Salesman of 1957” by the Inter- 
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DIAMOND 
MOVIE 


»»» IN SOUND AND COLOR 
TO PROMOTE YOUR DIAMONDS 


YOURS FREE to show in your town 


28-minute professional production featuring: 
a dramatic modern love story * fascinating facts about 


diamond mining and cutting, judging diamond quality 


“The Eternal Gem” is a new diamond movie. It’s 
entertaining, informative, a professional “spectacular” 
in sound and color, produced to help you promote your 
diamonds. Yours to use... on a free loan basis... it’s 
ideal for showing before high school, college and club 
groups, for sales-training, and for your TV program. 


Modern romance sets the scene for a dramatic account 


of the diamond’s symbolism . . . there’s an exciting tour 


through the diamond mines taken on location in South 


Africa . . . an authentic sequence on diamond cutting, pho- 
tographed at a leading cutting house. Facts on diamond 


quality are given from the jeweler’s side of the counter. 


A shorter version of this movie—131%4 minutes in length— 
is also available. It is titled, “The Diamond, King of Gems.” 


For details on how you may obtain these movies to show 
in your town, write to the exclusive distributors, Association 
Films, Inc., at the address nearest you: Broad at Elm, Ridge- 
field, N. J.; 561 Hillgrove Ave., La Grange, IIl.;799 Stevenson 
St., San Francisco 3, Calif.; 1108 Jackson St., Dallas 2, Texas. 


Tie in with the national diamond promotion 
—keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 





national convention of National Sales Executives 
Clubs. 

RJA’s social director, Theda Ahern, has ar- 
ranged a series of entertainment features “to 
eliminate the hours of boredom” for wives of 
conventioners during the day, and for the con- 
ventioners themselves at night. 

Big evening is July 21, a “Nite on the Town.” 
It includes cocktails and dinner at Sportsmen’s 
Park and betting on the “Retail Jewelers Race.”’ 


in which a blanket with the letters RJA on it will 
be presented to the winning steed, in honor of 
the Chicago convention. 

Other excursions, mostly for the ladies, are to 
the Chez Paree, Club Waikiki, Ivanhoe, Pavilion 
and Top of the Rock night clubs, three luncheons, 
an introductory tea, visits to the Flower Exposi- 
tion and the Merchandise Mart, a fashion show, 
and a trip to a radio broadcasting company’s 
showrooms. Zee 


RJACONVENTION PROGRAM, MORRISON HOTEL, CHICAGO 


MONDAY, JULY 18 


10:00 a.m.—Welcoming address by 
President Oliver A. Jenk- 
ins of the Retail Jewel- 
ers of America. Talk by 
Convention Committee 
Chairman Herman Was- 
serman. 


10:30 a.m.—Seminar on ‘“‘The Boom- 
ing Bridal Market’’ ied by 
representatives of Bride’s 
magazine. 


11:30 a.m.—Talk on ‘‘Services Your 


Bank Has to Offer in Con- 
nection with Installment 


Altheimer & Baer, Inc. ........... 13, 44 
\mateur Products Promotion, Ansco 
Division 


Baldwin-Miller Co., Inc. 
Belforte Watch Co. y- 
Benrus Watch Co., ...Royal Suite 133, 134 

Brown & Gravenson, Inc. 
Parlor E & Walnut Room 

Buffalo Jewelry Case Co. 

(See listing under Bufkor, Inc.) 

Bufkor, Ine. -, wo Me. 
..Parlor D 


..Room 630 


Chatham Glass Co. 

(See listing under Keg-O Products) 
‘ohen, A., & Sons, Corp... Venetian Room 
‘ole Steel Office Machines, Inc. ..... 137 
‘ollege Seal & Crest 

(See listing under M.Z.M. Sales Co.) 
lumbia Silver Co., Inc. ........... 
olumbus Show Case Co. 

Model Jewelry Store 
oronet Jewelry Co. 

(See listing under M.Z.M. Sales Co.) 
‘uckoo Clock Mfg. Co., Inc. ...... 4, 47 


Delaware Watch Co. 
Diamonds-International Awards 
(N. W. Ayer & Son, Inc.) 
Parlors A, B and C 


English Silver Mfg. Corp. ...... 
Ever-Wear Trunk Works, Inc. 


Fairbanks Ward Industries, Inc 

Feature Ring Co. ......Rooms 1727-1730 
Fleischmann, Louis Corp. ........... 50 
Forestville Clock Co. 125, 126 
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Accounts,’ by Robert L. 
Heymann of the First Na- 
tional Bank of Chicago. 


TUESDAY, JULY 19 


10:00 a.m.—Seminar by engineers of 
Sylvania Electric Prod- 
ucts, iInc., entitled 
“Proper Store Lighting 
Means More Sales.” 


11:15 a.m.—A look at “‘The Teen-Age 
Jewelry Market’’ by Con- 


EXHIBIT SPACES AT RJA’S CHICAGO SHOW 


Gemological Institute of America, 
Inc. 

Golden Shield Corp. 

Gold Filled Manufacturers Associa- 
tion 

Gunst, Kanow & Gassin 
(See listing under Speidel Corp.) 


Hermesonic Corp. 
(See listing under New Hermes En- 
graving Machine Co.) 


International Cultured Pearl Co. 
Irwin. Bob Products 
Israel. Government of 


Kaplan, Lazare & Sons 
Parlors A, B and C 
Karpeles, Maurice J., Inc. 

(See listing under Karpeles Rosary Co.) 
Ce Eg errr 122 
Katz, Frank M., Inc. 

Keg-O Products Corp. 
Keystone Camera Co., Inc. ......... 
Kowa American Corp. 
Kushner & Pines, Inc. .......... Room 622 
Lieber & Lerner, Inc. .......... Room 606 
Lifton, Gold & Asher, Inc. 
(See listing under Harold Lifton 
Co., Inc.) 
Lifton, Harold Co., Inc. 
Luria, L., & Son, Inc 


M.Z.M. Sales Co. 

Maisel’s Indian Trading Post 
Marathon Co. 

Mele Mfg. Co. 


nie Weber of Seventeen 
magazine. 


WEDNESDAY, JULY 20 


10:00 a.m.—Discussion of ‘‘The Bene- 
fits of Newspaper Adver- 
tising for Retail Jeweiers”’ 
led by Advertising Man- 
ager Paul J. Hassett of 
the Chicago Sun-Times. 


11:15 a.m.—Presentation of the new 
jewelers’ group life insur- 
ance program arranged 


Milada Jewelry Co. 
Model Jewelry Store 


National Bridal Service ......... 139, 
National Cash Register Co. ........ 96. 97 
National Jeweler 

New Hermes Engraving Machine Corp. 


Orbros, Ine. 
Overocean Clock Co. 


Pan American Barter Co., Ine. 
(See listing under Shefheld Watch, 
Inc.) 

Parker-Allen, Inc. 

Portinoux, Paul Watch Co. 
(See listing under Adolf Schwarcz 
& Son, Inc.) 

Posner, J. & Sons, Inc. 
(See listing under Jayposon Charm 


& Jewelry Mfg.) 


Rehberger, A. 
Ronson Corp. 


Schwarez, A., & Son, Ine. 

Selsi Co., Inc. 

Shefheld Watch. Inc. 

Shriro, Inc. 

Sovereign Watch Co., Inc. 

Speidel Corp. Room 628 
Star-Lite Merchandise Co. .....Room 632 
OE sees ae 


Taris Imports, Inc. 


Watchmakers of Switzerland, «Infor- 
mation Center, Inc. 
Jefferson Suite 1438-1440 
Winston, Harry, Inc. 
Rooms 1627, 1628, 1630 
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GIA DIAMONDLUX 
the first major advance in 


jewelry store lighting 


in years! 


NOW, YOUR DIAMONDS CAN MAKE THEIR FINEST IMPRESSION—WITH 
IDEAL BRILLIANCE AND FIRE (AND IN “TRUE” COLOR) 


The GIA Diamondlux is the first overhead fixture that makes diamonds look brilliant and exciting 
—yet displays them in true color. Unique Diamondlux light baffle permits pinpoint illumination for 
maximum fire and scintillation. Special fluorescent lamps of five different colors give color balance 
of north light. The Diamondlux eliminates hot spots and the unnatural blue cast of “daylight” lamps. 
Lightweight, economical, easy to install—you'll find the Diamondlux one of the finest sales aids in 


your store. See it at the jewelry shows, or write for brochure. 


r 


SEE US AT THE SHOWS 


CHICAGO NEW YORK LOS ANGELES 
July 17-21 August 14-18 August 28-30 
Booth 100 Booth 76 Biltmore Hotel 

Morrison Hotel Waldorf Astoria 




















NEW, GIA GEMSCOPE JEWELER’S 


_..2-0-0-M lens binocular gem viewer CAMERA 
that will be your most persuasive dia- Write for Prices 
saappere with ite dramatic Knpect. ae cn cata GEMOLOGICAL INSTITUTE OF AMERICA 


shoppers with its dramatic impact. 


sulle saliadnes pasanoenel ee 11940 San Vicente Boulevard, Los Angeles 49, California 


builds confidence in you and your store. 
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GOOD 


SOURCE 
MATERIAL for 
JEWELE 
LECTURES 


When next asked to give a talk, work up your 
topic from these texts on gemological history 


® THE JEWELER WHO PLANS to build his com- 
munity reputation as an authority in his field will 
often find himself invited to speak to groups on 
some aspect of his trade. 

To many people, the history of jewelry is a 
fascinating field, combining artistic skills with 
fashion, style and superstition. With a little prep- 
aration, any jeweler can talk at some length on 
this subject. 

It is regrettable that to date there are no slide 
collections available from standard sources for 
such a talk. A few pictures can be acquired from 
the usval suppliers and with a little effort quite 
a respectable collection could be built up over a 
period of years. The preparation and distribution 
of such a slide series by one of our student gem- 
ologists would be a very creditable contribution 
to the trade, if some photography-minded hob- 
byist would undertake it. 

The best source would be museum collections. 
Many museums have such slides for sale; for 
example, the Morgan Library will supply at least 
two, showing sumptuously bound and jeweled 
books. Many museums will also take pictures to 
order, at reasonable prices; or even let you take 
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By Dr. FREDERICK H. PoUGH 


Gemological Consultant to JC-K 


them yourself. Lastly, many are illustrated in 
color in some of the books we shall discuss, and 
when we cannot get an original picture of the 
actual piece, we can often make do with a photo- 
graph of a book illustration, if it is well done. 

It would be pointless to attempt a discussion of 
all the works on jewelry that have been written, 
for they are numerous and many are rarely of- 
fered commercially today, and then at high prices. 
The more common and more recent works which 
we shall enumerate and briefly summarize can be 
obtained; if not from your local library, then on 
an inter-library exchange from the Library of 
Congress. 


700 Years of Jewelry History 
The leading authority on ancient gems, jewelry 
and all the mysticism that surrounded them is 
Dr. Joan Evans, author of several books on these 
phases of history. Her latest work summarizes 
the more important aspects of some of the earlier 
publications as far as jewelry is concerned, and 
should be added to the working library. Its title 
is: “A History of Jewelry 1100 to 1870,” pub- 
lished in 1953 by the Pitman Publishing Corpora- 
tion ($17.50). This splendid book commences with 
the Early Middle Ages, the time, as she says, 
(please turn to page 70) 
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No. 844GBWS5 
14K white gold or platinum 
(Enlarged to show detail) 


No. 3046GB6 and No. 3046GBW6 
14K white gold 
(Enlarged to show detail) 


FAST SERVICE—Wherever you are, 


we are only a few air hours away. 
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CANDLESTICK PARK—SAN FRANCISCO CHRONICLE PHOTOGRAPH 


HOW TO STAY ON TOP 
IN ANY DIAMOND LEAGUE 


Put this proposition to a group of baseball fans. You will get a 
wide variety of answers. But underlying these answers there will be 
the same basic idea: “Field the best team!” 

Isn’t the same true in your diamond league and ours—yours in 
diamond retailing, ours in diamond ring creating? 

Now, more than ever before, all of us must “field the best team.” 
The prospective diamond customer is distracted from every quarter 
by alluring appeals to buy other luxuries, skilfully pictured as neces- 
sities. Today’s customer is far less sentimental than yesterday's. 

This is no time to send the batboy to the plate. Gomez creations 
are big league by highest standards. They head the batting order at 
leading retail jewelers, coast-to-coast. We'd welcome your inquiry. 


FREE MATS 


No charge for small space 
selling ads to run with your 
name in your local paper. 


MANUFACTURING 
Soper COMPANY 


JEWELERS - IMPORTERS OF DIAMONDS 
657 Mission Street + San Francisco 5 * YUkon 2-6828 


eAmerica s Mest Beautifully Styled Diamend ‘Rings 


By A. D’ALESSANDRO 


Flowing, sinuous lines 
exude an easy grace in 
this elegant ensemble 

of necklace, brooches 
and two pear! rings. In 
the brooches and neck- 
lace, tailored baguette 
ornaments are effective- 
ly counterbalanced with 


gem-tipped “seaweed” 


From the Deep: Pearls and Jeweled Seaweed 


To assist its readers in the design and sale of custom jewelry, JC-K 
presents contemporary ideas on this page each month. These plates may 
be assembled in a folder and shown to any prospect for a special order. 
With these designs, the jeweler can determine what ideas strike the cus- 
tomer’s fancy. The plates in this series are the work of members of 
JC-K’s Creative Designers’ Panel. This month’s stylist is A. D’Ales- 
sandro. (See page 76 for a brief summary of Mr. D’Alessandro’s back- 
ground. ) 
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THERE IS NOTHING FINER!... 














GOOD SOURCE MATERIAL FOR LECTURES 
(continued from page 66) 

‘when the cycle of European economic life once 
more made it possible for artistic creation to 
break through the shackles of tribal tradition.” 
She considers, interestingly, that her book must 
conclude with 1870, a date “made precise by three 
events: in 1868 South African diamonds, that by 
their quantity were to commercialize fine jewels, 
were first offered in the Paris market; in 1869 the 
first mechanically-made collet setting was pro- 
duced, to introduce an element of mass production 
into gem-set jewels; and in 1870 the fall of the 
Second Empire brought to an end the centuries of 
court patronage that had made Paris the chief 
focus of the decorative arts through a long era of 
European history.” 

In her book, Dr Evans discusses only personal 
adornments, not magical jewels, shrines, goldwork 
or snuff boxes. Even so, there is plenty to fill a 
book, one that is beautifully illustrated with 10 
color plates (a source of those lecture illustrations 
perhaps!) and 176 black and white plates. Follow- 
ing the opening chapter on the early Middle Ages, 
which briefly sums up earlier Greek and Roman 
jewelry, that of some of the wandering tribes 
with excursions into the significance of their dif- 
ferences, she takes us through the Gothic period, 


the later Middle Ages, the Early Renaissance, the 





later Renaissance, and up to the 17th and 18th 
Centuries. The illustrations, other than those in 
color, are collected at the back of the book. One 
can leaf through them to see, without even read- 
ing the text, a gradual evolution in jewelry. Re- 
ferring to them while reading, on the other hand, 
is a bit trying. Several plates are reproductions 
of protraits of contemporary rulers by some of 
the best known artists; and the subjects are 
attired in all their finery. (One could probably 
work up a good talk with good illustrations on 
the evolution of jewelry, drawing the illustrations 
from a museum like the Metropolitan and using 
some of the paintings as well as any actual pieces 
in the collection.) 

Joan Evans is not the only writer on the history 
of jewelry, however, and there are several other 
works worth noting. “Four Centuries of European 
Jewellery” by Ernle Bradford (1953, Philosophi- 
cal Library of N. Y. and London) starts, after 
a summary of earlier forms in its introduction, 
with the Italian Renaissance and progresses up to 
the 20th Century. Mr. Bradford apparently 
doesn’t feel that the duplication of jewelry re- 
sulting from the new abundance of identical 
stones, nor the appearance of manufactured set- 
tings for sale to many buyers was necessarily the 
death of all originality. The latter part of the book 
discusses various stones, cameos, pastes and the 








CROSSES 


Symbols of faith ... 
beautiful 14K yellow 
gold crosses, finished 
in black enamel, 
black onyx, or half- 
pearls. These are only 
a small part of our 
large selection of 
crosses, lodge and 
fraternal jewelry. 


\Wrerrertine Beery & CO. 


MEMBER 


AMERICAN Gc eM 


society 


THE NAME THAT MEANS 


Sine Enllematic Seuelry 


S&S ROSE STREET, NEWARK 6&8, N. J. 
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WE HAVE MOVED — 
Ss TOOUR NEW HOME... 


i S 718 Fifth Avenue at 56th Street 
7 providing bigger and better 
facilities to more ade- 

quately serve our 


customers. 
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LINDE 


‘Linde’ is a registered trademark of Union Carbide Corp. 
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Delicate halo of diamonds 
surround this fine 
Linde Star 


Synthetic Sapphire. Available 


alone or as & 

‘His "N Hers” pair from 

David Sarkin inc. 
New York 


\ 


arelalcumelels 


cea 3! 


‘Linde’ *Stars are the only 
synthetic star sapphires and 
star rubies produced under 
quality controls so rigid 

they match the perfection 


of natural star gems. 


CHARLES F.WINSON 


16 


S80 Fi TH AVENUE. NEW YORK 


. %, 





Add your name to the 


list of major jewelry 
manutacturers who 


specify ‘Linde’ Stars, 


the finest synthetic 
gems in the world. 


NEW YORK CITY 


Aisan Mfg. Co. 
Axel Bros., Inc. 
Beckerman & Lerner 
Belenky Bros., Ine. 
Bickson, Ine. 
M. Boner Company 
Botell Ring Co., Ine. 
J. L. Brandt Co. 
Bristol Seamless 

i rp. 
Ceronet Jewelers 


a ao & Sons Jiry. Ce. 
n 


c. 

D’ Esposito Bros. 

E. S. Feinstein & Ce. 

Flyer Brothers 

oe “44 & Ben Frackman, 
ne. 

Gevertz & Co., Ine. 

H. Glaser Co. 

Goldstein-Gerson Co. 

Green & Co., Jirs., Ine. 

Benjamin & Edward 
Gross Co., Ine. 

Harry Guise, Ine. 

H. Hamburger Co., Inc. 
Haven Ring Co. 

irvring Co. 

Kahn & Co. 

Morris Kaplan and Sens 
Charles Koppel Ring Ce. 
K. S. K. Jiry. Co.. Ine. 
Mercury Ring Corp. 
Perkel & Kliein, Ine. 
Aaron Perkis 

Samuel Platzer Co., Ine. 

s. M. Jewelry Co. 
David Sarkin, ine. 

William Schneider 

Sehuman & Donchi, Ine. 

Seltzer Bros. 

Skalet Mfg Co., Ine. 

Veteran Jewelers 

Wax & Skoinik, Inc. 

J. R. Weod Sons, Ine. 


BUFFALO, N. Y. 


The Bock-Lewis Co. 
M. A. Reich and Ce. 
Star Ring Mfg. Co., Ine. 


CHICAGO, ILL. 


Emil Braude & Sons 
Hart Ring Co., Ine. 
Hirsch and Oppenheimer 
A. Lewin & Co. 

Harry Rotter 

Fred Seltzer Co., Ine. 
Stein & Ellbogen Co. 


INDIANAPOLIS, IND. 
Goodman and Company 


MIAMI, FLORIDA 
Lowis Lang & Co. 


MINNEAPOLIS, MINN. 


Ostbye and Anderson 
Ring Specialty Ce. 


ST. LOUIS, MO. 
Kinsley & Sons, Ine. 


OHIO 

Fratianne Mfg. Co. 

1. B. Goodman Mfg. Cc. 
ine. 

Swirsky Bros., Ine. 

The Victor Corp. 


PENNSYLVANIA 


Byard F. Brogan 
Helm and Hahn Ce. 


PROVIDENCE, R. I. 
Dolan & Bullock Cc., 


NEW JERSEY 

Aeme Ring Mfg. Co., Ine. 
reh & Company 

F. & F. Felger, Ine. 





Jabel Ring “Mfg. Ce., Ine. 


Jones & Woodland Co., Ine. 
Larter & Sons, Inc. 


CHATTANOOGA, TENN. 
John Ullenberg, Ine. 


Worldwide Distributors 
COLUMBUS 5-2656 





methods of working them, so there is not the 
space and detail of the Evans treatment, and that 
sort of material is better in a separate book. None- 
theless, the jewelry part of the book is different 
and worth having for its original approach. 


For Students of Antiquity 


Another recent work that is of interest to 
students of really ancient jewelry is a French 
publication, “Les Bijoux Antiques,” one of a series 
of publications known as “the eye of the con- 
noisseur,” written by Etienne Coche de la Ferté, 
the curator of Christian antiquities at the Louvre 
and published by the Presses Universitaire de 
Paris, 1956. This book is somewhat more informa- 
tive and better suited to the average reader than 
the technical publications of the Metropolitan 
Museum by Miss Alexander or Miss Richter. He 
discusses the interesting gold techniques illus- 
trated by some of the old pieces and then, in a 
long chapter, goes into the very beginnings of 
jewelry, covering a period omitted by the previous 
two books. Following that introduction come 
chapters on Greek, Etruscan and Roman jewelry. 
The practical aspects of this treatise are shown 
by concluding chapters on prices in recent times 
and on the detection of fakes. The illustrations are 
all at the close, as in the Evans work and are 
excellent in quality. One of the most interesting 
plates is a photomicrographic comparison of the 
genuine ancient pieces and the imitations; not 
that the jeweler will ever need this information, 
but they are convincing proof that the experts 
are reasonably sure of their ground when they 
say a piece is genuine or spurious. All the better 
Museums now have laboratories for the examina- 
tion and testing of art works, the Fogg Museum, 
the Boston Art Museum and the Metropolitan, 
among others, are most active in this field. Al- 
though written in French, the book could be very 
useful, for plates need little translation and they 
portray most of the types of jewelry used in that 
period, and which the lecturing jeweler is likely 
to get in pictures. (Incidently, don’t forget that 
it is now easy to get exact museum reproductions 
of pre-Columbian, Greek, Roman and Egyptian 
jewelry.) 


Old But Inexpensive 


A very old book, undated in its latest incarna- 
tion, is an inexpensive edition of “Antique Jew- 
elry and Precious Stones” by Fred W. Burgess, 
published by the Tudor Publishing Company. One 
feels that the original publication date was not 
inadvertently omitted, (the title page is different 
from the dustjacket, it reads “Antique Jewelry 
and Trinkets”) and its style is that of a book of 
20 years ago. Nevertheless, it is the most schol- 
arly of the inexpensive, recently published, Amer- 
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THE CULTURED PEARL 





| fashioned 
and 








The most wanted name im cultured pearls 


Precious...the cultured pearl that pays off in profits. It’s Imperial...the best known, most wanted name 
in cultured pearls. It's Imperial ... the pace setter in new exciting jewelry fashions. It’s Imperial ... the 
cultured pearl that is constantly publicized and advertised. It's Imperial...with tailored promotions that 
bring customers into the store. Why not get the facts now from your Imperial representative. 


IMPERIAL PEARL SYNDICATE, INC., world’s largest importers of the world’s finest cultured pearis 
NEW YORK: 681 Fifth Ave. * CHICAGO: 5 N. Wabash Ave. * DETROIT: 914 Michigan Theater Bidg. * LOS ANGELES: ( Beverly Hills) 9441 Wilshire Bivd. * TOKYO: 2, 3-Chome, Yotsuya Skinjuka, Ku 
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. are now occupied by the Industrial 
Family of The Herschede Hall Clock 
Company. Our new building location is 
in Starkville, Mississippi. Along with our 
Industrial Family that moved from Cin- 
cinnati, where we lived for sixty-eight 
years, we brought with us our preci- 
sion machinery, technical know-how and 
fine old clock making procedures. The 
Herschede Hall Clock Family extends an 
invitation to its friends throughout the 
trade to visit their new plant in Stark- 
ville, Mississippi. Now that this move is 
fully completed we ask you to address 


all correspondence to our new address 


indicated below. 


Telephone 
225] 


THE 





HERSCHEDE HALL CLOCK 
COMPANY 
Starkville, Mississippi 


REVERE CLOCK 
COMPANY 
Starkville, Mississippi 





ican books and was, at least until recently, avail- 
able from dealers in “publishers remainders” for 
very little money. It traces ancient sources of the 
metals, the evolution of jewelry, and the styles 
of jewelry of different periods. There are chapters 
on Egyptian jewelry, Greek, Celtic, Roman, Anglo- 
Saxon, Medieval, 18th Century and Victorian 
jewels. Then there are some sections on specific 
stones, with no special interest to anyone who 
has a good book on gemstones, but among them 
are some interesting facts on cameos and pastes. 


The latter part, on various types of jewelry 


(bracelets, beads, rings, necklaces) is a little un- 


necessary and very dated. The illustrations are 
_ not up to those of the modern books. However, 
_ from a standpoint of price and availability, the 
_ Burgess book is one worth keeping in mind. In 


the preparation of a talk on a new subject, it will 
be found helpful to read the same material over 
several times. If one can read it, expressed differ- 
ently in different books, interest is added to the 
study, and the reiteration of the really significant 
aspects, since they will obviously be mentioned 


_ by all the writers, helps to impress them on the 
| mind. 


From Cave to Salon 
Lastly, we might mention a book that is cur- 


_rently available from the publisher (or JC-K), 
| “5000 Years of Gems and Jewelry” by Frances 


Rogers and Alice Beard, skipping now all the 
Kunz books which will be the subject of a whole 
installment of our “complete laboratory” series. 
The book begins with the dawning of prehistoric 
man’s interest in pretty pebbles and carries on 


_ through Egypt, Greece and Rome to Medieval and 
_ Renaissance Europe. A more complete discussion 
of the jewelry of the 17th, 18th and 19th cen- 
_ turies is to be found in the next chapters, read- 
_ able chapters enlivened by myths and anecdotes. 


Another chapter tells of the development of jew- 


_ elry in the U. S., with a short account of the rise 


of Tiffany and Cartier as jewel merchants in this 


country. A third section deals briefly with gem 
_ stones, cutting and manufacturing. This section 
_ is of little value to the jeweler and not excessively 

accurate, but then we are not recommending this 
_ aspect of the book. The illustrations are sketches 
_ and half-tone plates, many of them of objects in 
| the Metropolitan Museum and therefore possible 
_ items for the jeweler to get as color illustrations 
| for his talk. 


In conclusion, there is another type of histori- 
cal book on jewelry and related objects which 
could prove interesting. For example, there are 
two works on Fabergé the famous court jeweler 
or goldsmith to the Russian Czar. Both are hand- 
some books of large size, both have many illus- 
trations of his work. One is by A. Kenneth Snow- 
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Kahn: Jacobson, nc. 
DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 
and 
Jacobson Bros. Diamond Corp. 


Teiephnone: Clircie 6-4313 
32/34 Hoiborn Viaduct. London 
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Over 40 Years of Service to Leading Jewelers 











Rubies. Star Rubies 
Sapphires, Star Sapphires 
Emeralds, Catseyes.. . 
Loose or in Platinum 
Diamond Mountings 


of Exclusive Design... 
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Formerly Robinson & Sverdiik 


OlO FIFTH AVENUE, Rockefeller Center 
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CASH for your 


Surplus Silver, Diamonds and Jewelry 


We will pay cash for any of your sterling 
patterns—any quantity, large or small— 
active, inactive, obsolete, mew or used. 


Send shipment for immediate offer. Our 
check covering payment in full mailed same 
day. Silver will be held intact awaiting your 
acceptance or rejection. 


We are also interested in cooperating 
with jewelers who receive calls for older 
sterling patterns that are no longer avail- 
able. 


Will also buy diamonds—any size and 
quality—as well as antique and modern 
jewelry. 

Reference: Dun and Bradstreet 
The First National Bank of Memphis 


Julius Goodman 


& Son 


Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS, TENNESSEE 





Nationally acclaimed 
for durability. . . 


PLASTIC inall 


Decorator colors 
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plain or printed 


‘PATE NTED #2851774 


Forma Scribe’ 


WITH LASTING POINT 
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man with 27 color plates and 320 black and white 
illustrations. The second, even larger and more 
impressive, is by Henry C. Bainbridge, with 126 
plates of quarto size, 16 of them in color. Collec- 
tions of Fabergé’s work are displayed from time 
to time, and there is a choice, permanent display 
at the Richmond (Va.) City Art Museum. This 
subject, with the wealth of illustrative material 
available, would make a fascinating speech. One 
could also start with Fabergé and compare his 
shop’s production with that from Germany today 
(which in the matter of carvings, compares very 
favorably indeed.) 

Another specialized group of books in the his- 
torical category are those on crown jewels. A 
one-time custodian of the British Crown Jewels 
has written one of the best illustrated, most 
ambitious, books of this nature, “The Crown 
Jewels of England,” 1919, by Sir George Young- 
husband, with 18 color plates of quarto size. A 
more recent work (1953) that is also sumptuously 
illustrated is “The Crown Jewels and Other Re- 
galia in the Tower of London” by Major Genera! 
H. D. Sitwell, keeper of the Jewel House in the 
Tower of London. This has eight plates in color 
and 32 in black and white, and was published at 
7 guineas (about $21). Slides of the crown jewels 
can be bought in London, and one can photograph 
the Sitwell plates, which were much touched up 
from the original photographs. ie 





About This Month’s Stylist 


Thirty-one years of 
free lance designing in 
jewelry and other fields 
are the background be- 
hind the designs on page 
68 by this month’s stylist, 

A. D’Alessandro. A Ee 

Mr. D’Alessandro was graduated in Applied 
Design from the Mechanics Institute in New 
York and later studied lettering at the New 
York Trade School. His skill has won him 
many commissions from firms and individuals 
both in the U. S. and abroad. 

An instructor in jewelry designing at 
Mechanics Institute, Mr. D’Alessandro also 
gives private instruction and acts as a con- 
sultant in designing. He has worked from 
the same address—74 West 46th St., New 
York—since he went into business three dec- 


ades ago. 
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PROFITS APLENTY FROM THE UNDER TWENTY 


(continued from page 55) 


pective groom when they shop the engagement 
ring. The advertising and promotion of DeBeers 
and distributing diamond ring manufacturers 
have been notably successful in getting the young 
couple into the jewelry store—for at least that 
one purchase. 

Hope Chest merchandising by Seventeen maga- 
zine along with individual marketing by silver 
and china companies (such as the sterling tea- 
spoon promotion) have been equally effective. 

But are these marketing procedures reaching 
the teenager long after they have conditioned 
shopping habits that direct them to other outlets? 
Was the young high school graduate at the local 
jeweler’s to pick his desired wrist watch? Did 
the voung girl graduate buy her cultured pear] 
necklace at her mother’s jeweler? Where did she 
find the gold barrette, the gold-filled bangle 
bracelet, the bar pin? 

More vital still: does she know her local jewel- 
ry store and look to the jeweler for help in im- 
portant jewelry gifts? 

There’s no question that the young buyer visits 
the department store more regularly, if only to 
buy the necessaries in ready-to-wear. The spe- 
cialty shop has the edge because the discriminate 
voung customer browses, comfortably taking her 
time, certain of her welcome even if she buys 
nothing. 

Where does the showcase shopper fit in the 
jewelry store? Is she afraid to browse? Does 
she feel confident of a welcome? 

The jeweler’s problem is a multiple one. 

He must first inform the young buyers that 
he wants them even if only to look. Then he must 
make available a wide enough selection of mer- 
chandise which these exacting young people can 
examine, evaluate, think about, talk about... 
then maybe buy. 

To win the affection and confidence of these 
young people, the jeweler must impress them with 
his superiority. He must symbolize the source of 
enlightened fashion and good taste. 

The school offers him the best opening wedge. 
Enterprising jewelers will work with local high 
schools. They might offer special services for 
awards. They could suggest their jewelry become 
part of seasonal fashion shows held by the stu- 
dents. 

What does the 13-, 14- and 15-year-old wear to 
a party? Should the college girl take cultured 
pearls to campus? What does an employer con- 
sider in good taste when he interviews the pros- 
pective candidate? Any one of these is a worth- 
while subject for a classroom lecture. 

Encouraging a teen fashion seminar puts the 
jeweler in the style limelight. The jeweler would 
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and Company, Inc. 
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|. ALBERTS SONS INC. 


373 Washington St. 
Boston, Mass. 
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have you 
had a chance 
to look 

through it? 


The JC-K Jewelers’ Directory Issue 
has been out over two weeks now. The 
entire staff hopes that at least you’ve 
had the opportunity to acquaint your- 
self with the general content of this 
primary source of valuable buying 
information. 


A lot of people put a lot of work into 
the Directory. All they ask is that 
you examine it, learn how to use it, 
show others how to use it and use 
it often. 


Your comments about the various 
JC-K services are always welcome. 
Now, more than ever, your Directory 
comments are most important. Would 
you please drop us a line and let us 
know your feelings, your reactions? 
Any suggestions or criticisms might 
help us shape next year’s Directory 
into a more complete service than the 
1960 issue. 


W rite: 
Editor 


JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Thank you. 











be wise to suggest this as a special series for 
seniors, and at the same time invite a committee 
of them to come to his store and select appropri- 
ate accessories. 


Let Teenagers Sell for You 


The high school girl is ready to work for her 
fashion preferences. Why shouldn’t she become 
a part-time consultant to her friends? College 
crews work in department stores during summer 
and early fall to advise incoming freshmen about 
what to buy for the year ahead. Why not in the 
jewelry store? 

A student will let her friends know what she is 
doing, and a direct mail letter to her peers will 
inform them directly. They’ll come if she’s there. 

Students can also be attracted before gradua- 
tion by putting their loyalty to each other to 
work. Who is better equipped to advise these 
young people about watches and new jewelry 
styles than one of them? A couple of hours of 
preparation by the jeweler would give confidence 
to the fledging salesman. 

The young graduate-to-be can be corralled dur- 
ing the spring months with any kind of festivity. 
What about a special night to celebrate the occa- 
sion when they receive their class rings? The 
jeweler might have a cake-and-Coke party to 
mark the event. He might broaden his base and 
give an afternoon tea for the young graduates 
of the local elementary school to honor their 
graduation. Every one wants a party and loves 
the man who gives it. 

Make certain, though, if any of these events is 
planned to have suitable jewelry and gifts dis- 
played in the window and on the showcases. This 
is the opportunity to wave the welcome sign to 
the prospective buyer, young as he or she may be. 

The jeweler need not have every new item for 
the teenager. A representative collection will do. 
He might, for example, take the pages of a maga- 
zine like Seventeen, that in a recent issue illus- 
trated karat gold jewelry for the teens, and make 
this feature the basis for a back-to-school and 
start-to-work promotion. The magazine will 
supply tearsheets and extra issues. Placed in the 
window with actual jewelry beside it, the author- 
itative suggestions will win business. Magazines 
such as this and jewelry industry groups are 
delighted to supply material for such promotions 
and speeches for any fashion plan afoot. 

Coordinating these promotion ideas with the 
suitable merchandise is the first step in captivat- 
ing the young adult buyer. 

The first plan may be only moderately success- 
ful, but then adolescence is the bridge to adult- 
hood. You’re on the way to developing a new 
group of customers. Zan 
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CONSUMER CREDIT ON THE STAND 
(continued from page 57) 

of pages of testimony heard by the Douglas Com- 
mittee, careful reading of the specific paragraph 
of Senate Bill 2755 over which debate is likely to 
continue for a long time may help one understand 
why some witnesses are enthusiastically for the 
bill, while others are uncompromising in their 
opposition. 

In brief, the law would require that: 

Any person engaged in the business of ex- 
tending credit shall furnish to each person to 
whom credit is extended, prior to the consum- 
mation of the transaction, a clear statement 
in writing... setting forth the total amount 
of the finance charges... and stating the per- 
centage that such amount bears to the out- 
standing principal obligation, or unpaid bal- 
ance, expressed in terms of simple annual 
interest. 


Other Witnesses Say... 


Among the witnesses who appeared before the 
Douglas Committee and submitted exhaustive 
studies and reports were representatives of busi- 
ness, trade associations, welfare agencies, Better 
Business Bureaus, the Legal Aid Society, and gov- 
ernmental agencies. Since the chief purpose of 
this article is to show the magnitude of the prob- 


it 
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lem being tackled by the Senate Banking and Cur- 
rency Committee, limited quotations from testi- 
mony will be sufficient to indicate that both the 
federal government and the states probably will 
find it necessary to take action. 


® Victor H. Nyborg, president, Association of 
Better Business Bureaus, Inc., New York: Pages 
and pages of testimony, mostly questions and an- 
swers, dealt with bad credit practices, mostly in 
the sale of used automobiles. At one point, speak- 
ing of a survey conducted by Better Business 
Bureaus, the witness said: “We do not contend 
that field interviews showing non-disclosure of 
the component costs at the time of the transac- 
tion are necessarily indicative one way or another 
as to the scope of the problem nationally. Cer- 
tainly it is suggested that when the practice of 
non-disclosure in time contracts is followed, the 
opportunities for vicious gouging of the car-buy- 
ing public do exist.” 


@ William Kirk, Union Settlement, New York: 
The witness was asked at the conclusion of his 
testimony if he “would regard this bill as an edu- 
cational tool” in safeguarding consumers who buy 
on credit. The response: “A most important one.” 


b , 
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KIEFER EX PAN DRO WATCHBANDS 
... for profit and goodwill ! 


@® Full Mark-Up—‘‘EXPANDROS”’ are sold 
at suggested resale prices 

@ Easy To Service — You fit or repair 
“‘EXPANDRO” watchbands while your 
customer waits 


Stainless Steel $3.95 to $5.95: RGP & 
G F $5.95 to $10.95 

PRINCE High Quality English-Made Watch 
Straps 

Reno-Lepaute Watch Timing Machines 

Patent Nos.—2,561,38! and 2,651 909 











Exclusive U. S$. and Canadian Distributors 


Available through selected wholesalers 


eadman 


MANUFACTURING COMPANY 
2038 N. Telegraph Road, Dearborn 7, Michigan 
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IOP AEE 
DIAMONDS: | 


Buy straight sizes in single cuts,: 
ealad (camebele maclimatte 


Buy established color, ae lity 
and price line 


SIUATAM UD ODEO) ueameaircle bb atcarcbale mela an ar® 
Buy at the most competitive prices 


Buy more than 100 years of 


diamond experience and integ 
Bu \ (] /] O] t hry Sf? J] JT) erat fant 


-“ | ()?7? 
j 


IAN PRA. Ne DIAMOND COMPANY 
P< est EL rH AVE. + NEW YORK, 


y ta’ 





s 


Start-Her-Necklace of 
“@Orienta”’ Cultured Pearls 





LEYS, CHRISTIE & CO., INC. 


65 Nessaw Sf... New York 


Clothes: “When terms are made to seem easy 
enough to meet, people suffering from the credit 
virus can no more resist the instalment salesman 
than the gambling or liquor addict can resist his 
particular type of addiction. Let those who 
wish to sell goods on easy-credit terms tell the 
customer the whole truth on the price ticket at- 
tached to the goods.” 


@ Commander Ralph B. Terrill, U. S. N., presi- 
dent of the Board of Directors of the Navy Fed- 
eral Credit Union, Washington, D. C.: ““My expe- 
rience indicates nothing less than an astonishing 
lack of understanding of interest rates and carry- 
ing charges by fleet personnel.’ 


@ William A. Hussong, general manager, Navy 
Federal Credit Union, Washington, D. C.: “The 
educated person, while generally proficient in cal- 
culations involving rates of simple interest, has 
difficulty recognizing, let alone analyzing, the per- 
verted rates spawned by the credit industry.” 


@ John Kearney, chairman, Committee for Fair 
Credit Practices in Illinois: “‘A very positive good 
that could be accomplished by this bill would be 
to put in the hands of people interested in pro- 
grams of consumer education a tool which might 
very well be effective in many cases. People could 
be instructed to fix their attention on the interest 
charges in the contract before they signed and to 
compare them with the rate of interest declared 
usurious under state laws. ... I would like to say 
that if this particular provision were left out of 
the bill, I believe it would scuttle any value that 
this bill might have as a real educational tool.”’ 


@ Jerome Schur, chairman, Legal Committee, 
Committee for Fair Credit Practices in Illinois: 
“We allaw the present system to continue at fear- 
ful cost: many workers dismissed because their 
wages were garnisheed, countless days or half 
days lost from work in order to settle garnishment 
claims, and immeasurable human suffering of 
whicn the Rodriguez suicide is one example.” 


@ James Ganly, Catholic Council on Working 
Life, Chicago, I[ll.: “The bill is mainly directed 
against excessive interest rates. Excessive inter- 
est rates are part, but only part, of the problem. 
Disclosure of interest rates is a consummation de- 
voutly to be wished. .. . This bill is a sound for- 
ward step.” 


In the next instalment on the Douglas Commit- 
tee’s activities, quotes from representatives of 
business will be used to set forth alleged weak- 
nesses and harmful features of Senate Bill 2755. 

Bs & 
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@ Raffish Promotion: Memories of those ele- 
gant days when young blades sent orchids and 
champagne to the girls back stage are evoked 
by an advertising gimmick used by Raff Jewel- 
ry, 6338 Pacific Ave., Huntington Park, Cal. 
Raff sends its business cards in lots of 250 
to a popular local restaurant which hands them 


@ Lest they forget: Tourists’ memories often 
get muddled. A mountain, monument, hotel 
or jewelry store may stick in their minds, but 
nine times out of ten they can’t tell you 
where it is. 

This bothered jeweler Edward Megel of 
Colorado Springs, Col. He decided to do 
something to make sure the tourists who said 
“You’ll be hearing from me again” made 
good their threat. 

To keep his business card always in evidence 
he cuts niches in the pads on which he dis- 
plays rings, loose diamonds, etc., and stitches 
in his card. Customers invariably comment 
on the mass of “Megals” in evidence, and 
Mr. Megal himself is convinced that a little 
repetition is sound business and worth a bit 


out to coffee-ordering customers. The latter of needle work. 
are delighted to read on the cards that: “Today 
this cup of coffee is served to you with the 
compliments of Raff Jewelry.” 

Cards need not be used on the day received @ Lucky Seven: What do you want from a 
but can be held for the moment of greatest promotion? Stan Lowy and Dave Shulman, 
need. Raff Jewelry is charged a nickel per co-owners of Dales Jewelers, Pomona, Cal., 
cup at the end of the month and reckons it want store traffic, profit, and good will. They 
money well spent in goodwill. (continued) 





...Say we of this exquisite 
collection! Pins fashioned 
in diamonds and platinum... 
each one from new French designs. 
Made up for you exclusively 
La Coquette by Juergens & Andersen...known 
since 1854 for the finest 


craftsmanship in precious gems. 


uergjens ¢ Andersen ‘a 


L’écl , 55 EAST WASHINGTON STREET, CHICAGO 2, ILLINOIS 
eciat . \ 8th floor 
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Fisher 


SPORT CHARMS CATALOG 


The all-new catalog of fine Fisher sport charms 
is now available and will be forwarded to you 
on request. This 24 page, illustrated pamphlet 
features a diversified line of appealing charms 
for every popular sporting activity. (The Fisher 
line is sold through wholesalers only.) J. M. 
Fisher Company, Attleboro, Massachusetts. 




















Distinctive Cis lions 
in ine 


14 Kt. and 18 Kt. Gold 
Jewelry 


P 


Clips, Ear Clips 


Bracelets, Charms 


“Schuler” Patent 
Ear Clip Backs 


reformed Parts 

Preformed Parts, Ine. 
ASSOCIATED WITH GEO. SCHULER & CO.. INC 
920 Bedtord Road. Pleasantville. \. Y. 


SALES OFFICE: 515 MADISON AVE., NEW YORK 22, N. Y. 




















IDEAS THAT PAY 


(continued) 


get all these, they feel, through a selective 
give-away. 

They offer free earrings to the ladies—not 
to womanhood at random but to specific groups 
of women—employees in one office building, 
for instance. And they offer not one but seven 
pairs to the chosen damsels. Schulman ex- 
plains: “When we select a group, they usually 
come into the store together, and the adver- 
tising generated by their conversation is 
worth its weight in gold.” 

To get all seven pairs of earrings, the ladies 
must come back to Dales six more times over 
a specified period. 

Half of the women who come in for their 
earrings make a purchase. Total cost for 
seven pairs of earrings: $2. 


@ Weddings ain’t all: That registration of 
silver patterns need not be confined to brides 
is pointed up by the window display of Cole- 
man E. Adler & Sons, Inc., of New Orleans. 

Anniversaries, like Ole Miss herself, just 
keep rolling along, bearing jeweler opportuni- 


ties in their wake. Adler’s suggests that mar- 
ried women register their sterling patterns, to 
encourage gifts of silver for anniversaries, 
birthdays and other occasions. 


@ Slangy Slogans: Believing that everyone 
likes a personal touch in window displays, 
Fogg’s Jewelers of Albuquerque, N. M., uses a 
breezy slogan in each small window display. 
The purpose, according to the store, is to 
imply that the passerby is “being let in on 
something.” 

An example is a display of massive wedding 
rings for men and women. Instead of stress- 
ing the fashion importance of these rings, 
Fogg’s slogan simply said: “Big Rings Around 
Again.” Less than a dozen rings were shown. 

This simple display, the store said, was 
enough to start people thinking, and produce a 
worthwhile extra volume of ring sales. 
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PROFITS NEED A LIFT? 


. These books can start you moving ahead! 


Our book department offers the following list of selected works pertaining to 
the JEWELRY and KINDRED TRADES, subject to editions being ‘'In print'’ at the time 
orders are received. We can supply titles from leading publishers. All prices 
quoted are net. No accounts opened for book purchases. Books sent post-paid 
anywhere in the United States. 


For the Gem Expert, Connoisseur and Student of Gemology 





GEMSTONES $12.50 A xey TO PRECIOUS STONES | $3.50 HANDBOOK OF GEM IDENTIFICATION 
G. F. Herbert Smith J. Spencer, D.Sc., F.R.6.S. Richard T. Liddicoat, Jr. 
Liberally illustrated 13th Edition—560 pgs. Pt work on gems Generously illustrated—352 pgs. 
GEMS AND GEM MATERIALS 6.75 
Drs. Krovs and Slawson . STORY OF THE GEMS $5.95 
Study of all basic and rare gem materials Herbert P. Whitlock GEM TESTING Second edition 
DIAMOND TECHNOLOGY $10.00 Mineralogical background ef precious, semi- W. Anderson, 8.Sc., F.G.A. 


Pau! Grodzinski precious stones Stenple scientific tests 


500 crystal clear illustrations—800 pgs. GETTING ACQUAINTED WITH MINERALS $6.95 


THE WORLD OF JEWEL STONE : eorge L. Engli is E. 
Michael Weinstein , eee a. = Tieiee anes “500 different A FIELD GUIDE TO ROCKS & MINERALS 


Valuable reference book—448 pgs. minerals Dr. Frederick H. Pough 


For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 





JEWELRY ENGRAVER’S MANUAL $4.25 JEWELRY REPAIR MANUAL $4.85 MERALDIC DESIGNS AND ENGRAVING $7.25 
John J. Bowman & R. Allan Hardy . Allen Hardy & John J. Bowman Bergling & A. Tuston Hay 

Complete and authoritative, profusely illus- Gcide ‘to teels and techniques of repairing an "Edition tlustrated handbook and dic- 

trateé—143 pgs. —also stone setting—166 pgs. tionary of terms—92 pgs. 


JEWELRY DESIGHING & APPLIED DESIGN $40.00 
JEWELRY, GEM CUTTING AND METALCRAFT $5.75 
PRINCIPLES OF ELECTROPLATING AND om "adie full page drawings Williom T. Boxter 
ELECTROFORMING $7.00 ART MONOGRAMS & LETTERING $6.25 Many illustrations—360 pgs. 
William Blum & Geo. 8. Hogaboom 19th Deluxe Edition—102 pgs. 
ee ART MONOGRAMS & LETTERING $3.09 JEWELRY AND EMAMELING AS 


18th Edition—paper cover—40 pgs. Greta Pack 


JEWELRY MAKING FOR SCHOOLS, TRADES- ENGRAVING STYLE CHARTS $4.00 = ENGRAVING ON PRECIOUS METALS $7.80 
Morton 


MEN, CRAFTSMEN Sot Cover 90.95 4 Sune eeee & Oe Oe. Brittain, Wolpert & 
Hard Cover $4.25 JEWELRY & SILVERWARE ENGRAVING $2.00 Textbook for beginner or expert—225 pgs. 
Murray Bovin CHARTS 


Describes all techniques, procedures of making J. M. Bergling JEWELRY MAKING AS AN ART EXPRESSION $6.50 


jewelry Set of four D. Kenneth Winebrenner 


For the Skilled Watch and Clock Maker, the Apprentice and Student 


WATCH REPAIRER’S MANUAL $6.50 WArte har CLOCKMAKER’S rg $15.00 GEARS FOR SMALL MECHANISMS 
Henry 8. Fried Britten—Revised by J. Player W. 0. Davis 
Covers all phases of watch repairing—306 pgs. 15th ‘Gdiieeellt nae Gear construction and adjustment 


KEYSTOWE WATCH REPAIR RECORD BOOK $3.00 


2,000 entries—140 pgs. 
WATCHMAKER’S LATHE AND HOW TO wits, Tee WATCRMARES AT THE BENCH $3.50 wales Lo a5 $4.85 
USE iT $7.50 Profusely illustrated—243 pgs. Theoretical, practical and mechanical phases 
Donald DeCarile of horology—248 pgs. 
Detailed explanations end illustrations—154 pgs. 
N 7.50 PRACTICAL COURSE IN HOROLOGY 3.25 
—_ rgieny —— . Harold C. Kelly . PRACTICAL CLOCK REPAIRING 
onald DeCarie 


Description of and escapements’ illustrations— Watch construction, repair maintenance, etc. 
294 pgs. —192 pgs. 450 illustrations—230 pgs. 





On Silver for the Jeweler, Silversmith, Collector and Antiquarian 





THE STERLING FLATWARE PATTERN INDEX AMERICAN SILVERSMITHS AND THEIR ENGLISH SILVER—1675-1825 $5.00 
1958 EDITION MARKS Ill $25.00 _ Stephen G. C. Enske & Edward Wenham 
Jewelers’ Circular-Keystone ber aged 6. C. — ae Line drawing illustrations—109 pgs. 
eee Chee 37.50 Se eee Se eae Sate THE GOLDSMITH’ S ane SILVER- 

With Leather Binder $27.50 _—!!vstreted—285 pgs. SMITH’S MANA 
More than 1,200 illustrations—indexes of BOOKS OF OLD SILVER $5.00 Staton a 
pottern names Seymour B. Wyler For those working in precious metals— 

20,000 hallmarks—447 pgs. 105 pgs. 
Order Your Choices Today! 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut & 56th Streets, Philadelphia 39, Pa. 


Check or money order must accompany all orders. Do not send cash. Prices subject to change without notice. No books sent on approval. 
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Or over 14 
onsecutive Years... 


0.1 Sales Showcase for: | 


hina, Glass and Pottery, 
liver and Metalware 





Every year, the major national advertisers in your field put more 
advertising in House BEAUTIFUL than in any other home magazine. 
Their experience confirms their judgment ... House BEAUTIFUL’s 
900,000* pace setting families buy at once...and once sold... 
influence millions more to buy! That’s why, for 1959 as for 14 con- 
secutive years, the box score in ad pages looks like this: 








1959 SILVERWARE & METALWARE* * 1959 CHINA, GLASS & POTTERY ¢ 


HOUSE BEAUTIFUL ...... ; House BEAUTIFUL 

Living . Living 

House & Garden ' New Yorker 40.3 
Better Homes & Gar... _ 5. House & Garden ........ - ; 











* "SOURCE: PIB —- Home Magazines 7 SOURCE: PIB—All Consumer monthlies 


— Sells Both Sides of the cone FIC hea I j if / 


572 Madison Avenue, New York 22, N. Y. 








*Publisher’s estimate last six months 1960 ONE OF THE 13 KEY HEARST SELECTIVE MARKET MAGAZINES 
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Table topfashions 





“Devon” rock crystal mitered cutting appears 
in complete stemware and in 7” and 8” plates; 
the stemware may be retailed at $4.75 each and 
the 8” plates for $5.25 each. Created by the 
Fostoria Glass Co., of Moundsville, W. Va. 


New “St. Moritz’ pattern in Franciscan Cos- 
mopolitan china, has platinum band and line on 
a shoulder shape; 5-pc. place setting retails for 
$9.95. Created by Gladding, McBean & Co., 
2901 Los Feliz Blvd., Los Angeles. 


Two new “Hummel” figurines from Bavaria 
are “Kiss Me” (left) and “Not for You,” each 
to retail for $10. These ceramics are distrib- 
uted by the Ebeling & Reuss Co., of Philadel- 
phia, and by Schmid Bros., of Boston. 
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New salt shaker in Spode earthenware matches 
pepper grinder in 13 patterns; here is “Fleur de 
Lis” in blue or brown, $18 retail a set in chrome 
finish, $25 in gold. From Copeland and Thomp- 
son, Inc., 206 Fifth Ave., New York. 


Four patterns on new “Minuet” shape in Fran- 
conia china are, left to right: Plain white, “Sil- 
ver Dreams,” “Corinne,” “Golden Gem”; 5-pc. 
settings retail from $8.95 to $17.95. From Her- 
man C. Kupper, Inc., 39 W. 23rd St., New York. 


“Princesa” pattern in Royal Brazilian china 
made in Brazil by Porcelana-Real has black and 
22K gold rim decoration; 5-pc. place setting re- 
tails for $9. Distributed by World Wide Handi- 
crafts, Inc., 208 Fifth Ave., New York. 





THE WORLD'S 
MOST ADVERTISED 
CASUAL CHINA! 


Carefree is backed by the biggest, 
most consistent advertising pro- 
gram of any casual china. Domi- 
nant advertisements showing 
Carefree patterns in full color are 
exposed in 1960 to an audience of 
64,250,000 readers of 


BETTER HOMES & GARDENS 
GOOD HOUSEKEEPING 
LIVING FOR YOUNG HOMEMAKERS 


It pays to put your push behind 
the casual line that has the big- 
gest push-and-pull! 


ALL-PURPOSE TRUE CHINA, IBY SYRACUSE 
3RD ANNUAL PROMOTION — OCT. 10-22 
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THE YEAR'S 
BIGGEST PROFIT 
OPPORTUNITY ! 


"58 was big... 59 a blockbuster. The 
1960 Carefree promotion promises to 
top them all! Here’s why: 

quatity ... True translucent china... 
Syracuse China... whose combination 
of strength of body and hardness of 
glaze, is without equal. 

Basic Beauty .. . Everyday table-ele- 
gance with active-family durability. 
CONSUMER Tested .. . Popular patterns. 
No stagnant stock. 

POPULAR Price . . . Carefree competes 
successfully with the better earthen- 
ware and plastics. 

Any wonder Carefree sales . . . doubled 
in past two years. . . continue to soar? 
Carefree builds business . . . sound, 
repeat business. Get your share. Mark 
these dates: Oct. 10-22. Watch your 
volume build when you offer customers 
Carefree at 20% to 40% savings! Your 
Syracuse salesman will give you full 
details. Or write: Syracuse China Cor- 
poration, Syracuse 1, N. Y. 
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On new English translucent china “Tumbling 
Leaves” pattern on coupe shape has a casual leaf 
motif done in rose-beige and gray; 5-pc. place 
setting may be retailed for $9.95. From Doulton 
& Co., Inc., 11 E. 26th St., New York. 


Canape set in popular Christmas Tree pat- 
tern has 13” chop plate with 4 individual canapes 
and footed dip in ruby and crystal; complete set 
may be retailed at $16.25. From Bertson House, 
Ltd., 212 Fifth Ave., New York. 


“Golden Rhythm” pattern in Lenoxware shows 
border of lacy boughs on gold; service for 8 may 
retail for $49.95. Manufactured by Lenox Plas- 
tics, Inc., Oleatha Ave., St. Louis, Mo. 
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English-made pewter coffee set in authentic 
George II design—hand-burnished and nontar- 
nishable; coffee pot has 8-cup capacity; 3-piece 
set may be retailed for $39.50. From Viners of 
Sheffield, 362 Fifth Ave., New York. 


“Cherrywood” pattern in Pasco Bavarian crys- 
tal has hand-cut bowl and stem, comes in full 
line of stemware, the goblet is $9 retail. From 
Paul A. Straub & Co., 19 E. 26th St., New York. 


One from group of patterns in Fukawaga china 
from Japan, now exclusively distributed by Em- 
peror, Ltd., 1733 N. 33rd Ave., Melrose Park, III. 
China will stand open flame and extreme cold; 
5-pe. setting may be retailed at $6.75. 





S ‘a RVIC aa Dinnerware, Glassware and Gifts 


ode 


THE PV FINE ENGLISH 


DINNERWARE 


A bit of England in the | By MADELINE LOVE 
USA, Spode offers you the | ICK Gif ba; 
best of both — meticulous | JC-K Gifts Editon 
care combined with speed! 

















Sales Help Sell More 
If They Know The Score 


@ EVERY SO OFTEN in this column we do a little 
nagging on the subject of keeping—or even hav- 
ing—salespeople well informed on the merchan- 
dise they handle. Perhaps it does not apply to 
_ you. It may be that you have a definite program 
=: COPELAND & THOMPSON, INC. 206 Firtn ave. NY. 10. 5 _ aimed toward training your sales force and main- 
_ taining that training as changes in the market 
occur. 


FRANCONIA CHINA | Certainly every retailer should have such a 


“"@Qne of Euro es Finest’ program. He knows it, and his intentions are 
P ‘ usually good. He passes along to the salespeople 


such information as he has and then, more often 
than not, is forced to devote most of his time 
to the many other phases of jewelry-store opera- 
tion. When he hires a new salesgirl—in the china 
and glass department it is usually a girl—he 
often relies on the other members of the force 
to acquaint her with some of the details. 

But this really isn’t enough, is it? There are 
so many interesting things to know about dinner- 
ware and glassware and so many good sources 
from which to get the information! Yet there is 
the true story of the salesgirl who, when asked 
by a customer why a service of bone china cost 
more than earthenware, replied: “Oh, that’s just 
the way they do things in England.”’ 

a eee ‘ 5 This absurd answer could not have been made 
pcr terms a p00 dee —" — _ in your store, of course. Your girls know the cor- 


rect reply to such a question and can give it 
As pretty a dinnerware pattern as one could find at sent ‘ 


any price! Exquisite coloring: soft turquoise blue | quickly and concisely. 

and coral on pure white translucent china. Delight- | Or can they? Do you really know what they are 
ful Gadroon shape, expensively edged in Platinum. | saying to your customers when they are asked 
5-pe Place Setting only $8.95 (Slightly higher South & | questions which, while simple enough in them- 
West). And, there is even matching “Laurel Oak” crystal | selves, may not have been included in your origi- 
at $2.00 per glass. | nal briefing? 


HERMAN C. KUPPER. INC. - Manufacturers and importers alike spend much 
39 W. 23rd St. New York 10. N. ¥, | thought and money on the preparation of mate- 
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AMERICA 
IS TAKING TO 
ROYAL DOULTON 
IN EVERY WAY! 


The enthusiastic reception 
across the country for Royal 
Doulton’s new English Trans- 
lucent China has been over- 
whelming! Its popular price 
appeal plus its exceptional qual- 
ities give you the benefits of a 
volume as wel! as a prestige line. 


Sales for Royal Doulton’s 
world-renowned fine English 
bone china continue on the up- 
curve. Figurines and character 
jugs complete this famous line 
that has a tremendous profit 
potential for you. 


Visit the Royal Doulton space 
at the China and Glass Show, 
Hotel New Yorker, Rooms 522 
and 523, July 17-22. 


Roval Doulton 


Lawyer ... Character Jug 





Autumn Breezes... . Figurine 


AR RASAASAAAAL ALES SSSSESESLASSSSSSESEASESESESESES SESSA SESLESLSLCLCLCBLCLCBLLCLBLACLALALALALALALAALAAAEALALAEAEeaeaeas sf 


Doulton and Co., Inc., 11 East 26th Street, New York 10, N.Y. 
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a Norwegian Specialty 


ENAMELED 
STERLING 
JEWELRY 


All with 

) traditional © 
Extraordinarily if! Norwegian 
brilliant creations | ff craftsmanship, these | 
...@ new technique , i heirloom pieces 
allows the include bracelets, 
exquisite silver 2p necklaces, pins and | 
patterns to show _ ff earrings in 
through lt Ae 12 magnificent colors. | 


clear 4 a. $2.00 to $39.00 Retail 
enome!l hues. p : (Federal Tax not included) 


NORWEGIAN SILVER CORP. 


Norway House, 290 Madison Ave., New York 17, N. Y. 
Additional showroom, 225 Fifth Ave., N. Y. C., Room 409 











English Bone China 
IN STOCK! 


Exclusive U. S. A. Distribution by 


THE 
SALEM CHINA CO. 


SALEM, OHIO 








SELL THESE POPULAR PATTERNS 
ALEXANDER CELESTE SOMERSET 
SILVER FERN PINE SPRAY PRELUDE 
RUTLAND WHITE DIVINITY BLUE = MANDARIN 


} 








rial to help your salesgirls sell. More than ever 
before, there is rich material available to you for 
the asking. Through books, brochures, motion pic- 
tures, and the like you can brush up on your own 
knowledge of the field and enable your sales force 
to talk to customers with intelligence and author- 
ity. The sources of your merchandise are just as 
interested as you are—maybe more so—in creat- 
ing a climate of understanding and appreciation 
of their wares, and will help you in every possible 
way. 


BOUT 100 EXHIBITORS are lined up for the New 
York China and Glass Show set for July 17 
to 22 in the Hotel New Yorker. Originally, only 
three floors of the hotel had been set aside for 
the exhibit, but it was found necessary to add 
another floor. The show will now occupy the fifth, 
sixth, seventh and eighth floors, all of them air- 
conditioned. It is expected that much of the mer- 
chandise on display will be new designs developed 
especially for fall promotions in the stores. A 
dinner dance will be held the Wednesday night 
of Show week, July 20, by the China, Glass and 
Pottery Association of America. 


ee “ROYAL COLLEGE” SHAPE in Spode bone 
china has been selected as the winner of the 
Duke of Edinburgh’s prize for elegant design 
for 1960. The set was designed by Neal French 
and David White in conjunction with the Royal 


College of Design in Staffordshire, England, and 
made by W. T. Copeland & Sons, Ltd., of Stoke- 
on-Trent. In pure white, it is called the “Apollo” 
pattern. 

The Duke’s award highlighted a list of 18 De- 
sign Center awards for this year announced in 
London by the British Council of Industrial De- 
sign. All of the winning items were brought to 
the United States for display in June at the 
British Exhibition in the Coliseum, New York. 
It was the first time that all Britain’s prize- 
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winning product designs have been collectively 
shown abroad. 


HE INTERNATIONAL SILVER CO., Meriden, Conn., 

has established a special gifts division to 
market giftwares, decorator items and similar 
products through selected gift distributors in all 
sections of the country. Richard G. Tucker has 
been named manager of the new division. In ad- 
dition to the designer line of merchandise, the 
division will also handle the creating and market- 
ing of industrial award items and trophies. 


T THE CHICAGO GIFT SHOW, set for July 31 to 
Aug. 11 in the Palmer House and LaSalle 
Hotel, the buyers’ breakfast which was so suc- 
cessfully held in February, will be repeated. The 
date is Aug. 9, and buyers will be guests of the 
exhibitors. 


HEODORE DANIELS, of Newland, Schneeloch & 

Piek, Inc., New York, has been elected presi- 
dent of the China, Glass and Pottery Association 
of America. He succeeds William J. Carey, presi- 
dent of Doulton & Co., Inc., who becomes chair- 
man of the board. Other officers elected are: Vice 
presidents, Jack Oates, of Pitman-Dreitzer Co., 
Rio Matsushita, of the Noritake Co., and Fred 
Grob, of Herman C. Kupper, Inc.; treasurer, 
Charles Schumacher, of Paul A. Straub & Co., 
Inc.; and secretary, Walter Nelsen, of the Crock- 
ery Board of Trade. 


Spey S. UJLAKI has been appointed manager 
of the Far Eastern china, glass and gifts 
division of the Geo. Borgfeldt Corp., New York 
import house. He will leave in the early fall for 
his first buying trip for Borgfeldt. Mr. Ujlaki 
has been general manager of the consumer lines 
division of Jackson Internationale and prior to 
that was china, glass and gift buyer for Sibley, 
Lindsay & Kerr, Rochester, N. Y. 


fepow B. GRIES has been named sales co-ordi- 
nator for Frederik Lunning, Inc., of New 
York, national distributors of Scandinavian din- 
nerware, crystal, ceramics and stainless steel. 
Miss Gries, who began her career in the giftware 
field with the New York office of Ebeling & Reuss 
Co., in 1951, has most recently been head of the 
boudoir accessory division of the Vincent Lippe 
Corp., New York. 


NEW LINE OF CHINA from Limoges, France 

has been introduced by Baccarat & Port- 
hault, Inc., of New York, who will be sole dis- 
tributors in the United States. The china is 
manufactured by Ceralene Raynaud and includes 
a series of patterns ranging from Eighteenth 
Century to modern. Zee 
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af THE ONE-AND-ONLY, PATENTED, 100% AMERICAN-MADE 


Beattie jet Lighter 


A PIPE’S BEST FRIEND ...A PIPE MOKER’S GREATEST ENJOYMENT. 


Any lighter has this upright flame—(for cigars and =< 
cigarettes)— but ONLY THE BEATTIE HAS THE JET- 
FLAME for pipes. a/so. Many other selling-points, too: 


@ Handy for lighting campfires and fireplaces. 


@ Ideal for thawing out frozen car-locks. o j 


@ Practical for blackening gunsights. 
@ Wonderful as a little “torch” for soldering jobs. 
Aim healthy profits right into your cash register with — 


11 BEAUTIFUL MODELS. Retail very profitably from $6.95 (illustrated) to $49.00. 
Constant repeat sales in Beattie Flints and Wicks, too! 


W rite for catalog of the complete line: 
Dept. JC-K, BEATTIE JET PRODUCTS, Inc. * 19 EAST 48th STREET, NEW YORK 17, N.Y. 


SELL MORE 
GIFT ITEMS 


with QUICK SERVICE 





You can RENT a 


Write for details , KINGSLEY for 21¢ a day 


KINGSLEY Zz 


stole m er lati ater Me Teli b a delele mc t= Mer lillelaalr-| 
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DIAMOND SALES FELL IN FIRST FIVE MONTHS, reports DeBeers Consolidated Mines, Ltd. 
Report of the drop in sales during 1960 from a like period in 1959 was made 
at the DeBeers annual meeting in Kimberly, South Africa. Gem stones declined 
Slightly to $71,017,000 from $71,448,000. Industrial diamond sales were 
down to about $28,191,000 from $34,276,000. 


LET STATES RATHER THAN U. S. COLLECT EXCISE TAXES ON JEWELRY, says Representative 
Joseph W. Barr, Democrat of Indianapolis, Ind. "I have asked for a study 
by the Ways and Means Committee to determine what excise taxes now collected 
by the federal government could be efficiently collected by the state," he 
said. His plan would also encompass furs, admissions, club dues, billiard 
tables and bowling alleys. He suggests this as a method of giving back to 
States taxable resources to meet purely local problems of schools, teachers’ 
Salaries, hospitals, libraries, etc. "Needs of local communities have been 
literally crowded .. . out of many fields of taxation,” he said. 


SHARP RISE IN THE MARKET FOR AM=-FM RADIOS can be expected this year, says Radio 
Corp. of America. RCA's prediction is for the sale of 750,000 am-fm radios 
as compared with 175,000 in 1957 and 500,000 last year. Sale of RCA am-fm 
radios jumped 40 per cent the first quarter of 1960, the corporation 
announced. 


PROTESTS TO SENATORS ASKING DEFEAT OF EXTENSION OF MINIMUM WAGE LAWS to the local 
level have been urged by Retail Jewelers of America, Inc. RJA Says passage 
of the bill would hit local jewelers from two directions-- hiking minimum 
wages of newer employees to at least $1 per hour (or maybe more) and 
giving raises to older employees to maintain the pay differential. 
Retailing is basically local in character and should be regulated at the 
local level where local differentials may be considered, RJA says. Passage 
of the bill "is against the principles of States' Rights," it adds. 


AFTER REJECTING $1.5 MILLION BID, THE GOVERNMENT SOLD SMUGGLERS‘' DIAMONDS at 
auction for $1,061,580. U. S. Customs Bureau auctioned 8,014 carats of 
confiscated diamonds in 208 lots. One lot, consisting of 31.36 carats, 
included a round-cut stone of 7.62 carats. This lot was the subject of a 
bidding battle between Macy's and Gimbel concessionnaire, Marcus & Co. 
Marcus got the lot for $47,000--some $20,000 less than the estimated value. 
Auctioneer Edward G. Collard turned down an offer of $1.5 million for the 
whole lot from George Kobelman, Boston dealer, because of “evidence of an 
attempt to restrict bidding," in the words of the sale catalogue. 

The government reserved the right to reject any bids. The sale, held at 
the Federal Appraiser's Stores, was the first ever held in New York. 


INDIANA JEWELERS MAY HAVE TWO MORE PROBLEMS if a proposed amendment to the 1935 
Indiana Retail Installment Sales Act is passed. The change calls for 
reducing the "fair maximum finance charge" from 14.596 per cent for the 
first year to $12 per year per $100. Amount of discount for full prepayment 
would be reduced. Also the customer would have to be told if the contracts 
are sold to a lending institution and the terms of sale between the 
retailer and his lending institution. 


86TH CONGRESS MADE NO HEADWAY ON APPLYING GELLMAN RULING TO RETAILERS during its 
recent session. Bills were introduced which would extend to retail jewelers 
the tax break now available to manufacturers and wholesalers, but they 
were not passed. 


RETAIL JEWELERS OF AMERICA REPORTEDLY HAS A TEST CASE READY, which it will 
use to let the courts decide whether or not the Gellman ruling should 
be applied equally to retailers with wholesalers and manufacturers. 
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Chicago Gift Show 


Directed by EASTERN MANUFACTURERS AND IMPORTERS EXHIBIT, INC., 220 Fifth Avenue, New York 1, N.Y 


S. S. Sarna, President * Jack Orenstein, Vice President + William E. Little, Managing Director 


Briefly mam 


RJA Executive Vice-President Bernard Burnstine says RJA is making fast 
progress in getting the case organized for presentation to the courts. 
The Federal Trade Commission evidently has agreed to such a test case, if 
the conditions are "appropriate." 


RUSSIA HAS DEVELOPED A SOLAR WATCH that seems to run best while a sunburn is 
developing. The watch needs 14 hours of sunlight a day to store up enough 
energy to keep it going through the night. It may be recharged from an 
electric light bulb, however, Tass reports. It was developed by scientists 
at the Moscow experimental institute of the watch industry. 


COL. HARRY D. HENSHEL, VICE-PRESIDENT OF BULOVA WATCH CO., will be chairman of the 
New York State "Symington-for-President"® committee. The announcement was 
made at Hotel Savoy-Hilton by Representative Charles E. Brown (D., Mo.) 


FTC WILL DECIDE THIS MONTH IF 'CHATHAM-CREATED EMERALDS' IS SATISFACTORY as 
compliance with the Federal Trade Commission act. The team that makes, 
distributes, and sells Carroll Chatham's "emeralds" offered the new phrase 
for approval by the commission as part of a consent order Chatham signed 
recently. Chatham's "emeralds," produced by a secret process, have been 
under fire by the FIC since last October when a complaint was filed charging 
the use of the term "cultured" was not synonymous with "synthetic." 


HOW COMPANIES ARE DOING=--Coro, Inc.'s sales, while running about 4 per cent ahead 
of last year, will still probably show a loss for the first six months. For 
the same period last year, Coro reported a loss of $206,849 on sales of 
$13,086,000, but earned $781,930, or $1.65 a share, on sales of $30,910,688 
for the entire year .. .W. A. Sheaffer Pen Co. and subsidiaries had net 
Sales of $28,721,591 for the fiscal year ended Feb. 29. Net income was 
$1,025,173, or 61 cents a share .. . Zale Jewelry Co. of Dallas, in its 
annual report, showed net sales of $51,643,834, an increase of 24 per cent 
over $41,644,677 the previous year .. . Waltham Precision Instrument Co. 
has filed with the Securities and Exchange Commission for registration of 
700,000 shares of common stock .. . International Nickel Co. of Canada, 
Ltd., had its fourth highest earnings in its history in 1959--$85.1 million, 
an increase of $45.4 million over 1958 .. . Tiffany & Co.'s Jan. 31 annual 
report showed net profit of $531,288, or $4.01 a share. This compares with 
$322,476, or $2.43 a share, the previous year. 


SHIPMENTS OF CLOCKS AND WATCHES DECREASED 2 PER CENT in 1958 from the 1954 figures, 
according to a recently=-published Commerce Department report. Manufacturers 
of watches and clocks shipped products valued at $336 million. Employment 
in the industry decreased from 1954 by 8 per cent--to a total of 23,000 
employees in 1958. Payroll, however, increased from $103.2 million to 
$107.7 million. 


ZALE JEWELRY HAS ENTERED THE FIELD OF LEASED JEWELRY DEPARTMENTS in department 
Stores. First of the lease contracts to be signed were with Montgomery Ward 
& Co. stores in Fort Worth, Tex., and St. Paul, Minn. Zale has established 
a separate leased department division, at its Dallas headquarters, to 
direct the new operation. 


NAMES OF 16 NOMINEES TO THE RETAIL JEWELERS OF AMERICA, INC., board of directors 
have been mailed to the RJA membership. Half of the nominees will be 
elected--four from each group. Candidates for Class "A" directors are: 
Cyrus Allen, Jr., of Denver; Lester Moon of Tallahassee, Fla.; Harry 
Rosenzweig of Phoenix, Ariz.; Henry 0. Ruhl of Harrisburg, Penna.; 

John W. Sauer of Ft. Wayne, Ind.; Dell Sheftall of Austin, Texas; Henry 

Spiegel of Manitowoc, Wis.; and William M. Wright of Silver Spring, Md. 
Class "B" nominees are: Oliver R. Brecht of Baltimore; Thomas S. Fox of 
Grand Rapids, Mich.; Philip Friedman of Cleveland, 0.; Seymour Greenberg 
of Yonkers, N. Y.; Melvin Lesser of Charleston, S. C.; Jay C. Lighterman 

= Newark, N. J.; Nelson Sorg of Elkhart, Ind.; and Morris Zale of Dallas, 
exas. 
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Nearly every major watch producer 
has electric or electronic model ready 


This fall and early in 1961, the 
U. S. watch consumer will be look- 
ing at electric and electronic watch 
models bearing a good many of the 
biggest names on the U. S. watch 
marketplace. 

In the three-and-one-half years 
since Hamilton Watch Co. an- 
nounced that it had succeeded in 
making an_ electrically - powered 
watch model, the rest of the watch- 
making industry here and in 
Switzerland has been researching 
and experimenting with its own 
electric and electronic watch proj- 
ects, some of which were started 
before Hamilton succeeded. 

Now, almost simultaneously, 
a number of watch producers 
have perfected their electric or 
electronic models. 

Scientists at Ebauches S.A., an 
organization of Swiss watch parts 
makers who supply 500 watch-as- 
sembly firms, have just announced 
success, after more than 10 years 
of research, in developing a tiny 
battery device able to power a 
watch for a half-year or more. And 
firms working independently, in- 
cluding Bulova, U. S. Time, Elgin 
and others, have perfected electric 
watches and electronic, transistor- 
ized watches of their own. 

One of the first of the Ebauches 
models will be offered here by Cro- 
ton Watch Co., whose technicians 
recently completed a crash course 
given by Ebauches to Swiss firms 
qualified to produce the electric. 

“We'll be out with a man’s jew- 
eled lever model, possibly in No- 
vember but probably in January,” 
says Croton Vice-President Harold 
Horton. The Croton electric will 
have 17 or more jewels, will retail 
for $69.50 to $120. The “accumula- 
tor” battery device will need re- 
charging every seven months; the 
wearer can accomplish this with an 
ordinary flashlight battery—in two 
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to three hours. Croton expects 
“eventually” also to market an elec- 
tric pin lever as part of its Arpeg- 
gio line. 
Who’s on First? 

Longines-Wittnauer Watch Co. 
will incorporate the Ebauches de- 
velopment in its own man’s jeweled 
lever electric. “Ours will be the 
first Swiss-made electric to be in- 
troduced into the U. S.,” says 
Senior Vice-President Irving Abe! 
confidently. Longines plans to mar- 
ket the watch “very early this fall,” 
tentatively under the name “Elec- 
trowind” in the Wittnauer line. Re- 
tail price will be $99.50, which will 
include a special expansion brace- 
let called the Nautilus, plus two 
batteries, each of which will last 
for about 10 months. Watch will 
be all-steel, will be waterproof. 
Battery or energy cell will be in- 
stalled at time of purchase for 
maximum life, may be changed by 
the wearer. 

“Benrus Watch Co. plans to be 
in test markets this fall with an 


‘Benrus electric ee 
SWISS ELECTRIC TYPES: These are three of the watches, being readied for 
the U. S. market, which will incorporate the Ebauches-designed electric devices. 
Croton model has extra crown, which is removed to recharge “accumulator” 
battery. Wittnauer, Benrus models use replaceable battery. 


Croton electric 


electric watch from its Swiss fac- 
tory,” says Executive Vice-Presi- 
dent Jay Kay Lazrus. The new 
Benrus watches will be “popularly 
priced.” 

“And they will carry Benrus’ ex- 
elusive unconditional three-year 
guarantee,” says Lazrus, “the only 
electric watch to offer such all-em- 
bracing protection to the con- 
sumer.” 

Movement of the Benrus electric 
features a simplified gear train 
with power provided by a small 
electro-chemical cell. Styling will 
be “conventional.” Modern cases 
will be all-waterproof. 


“Watch of the Future” 


Several major retail jewelry 
chains also reportedly will market 
models using the Ebauches develop- 
ment, under their own names. 

Commenting upon the Swiss 
achievement, President Arthur P. 
Sinkler of Hamilton Watch Co. had 
this to say: “Hamilton is now in 
its fourth year of marketing an 
electric watch. The announcement 
that the Swiss will market electric 
watches this fall confirms our con- 
viction that this is the watch of the 
future. 

“We here at Hamilton will wel- 
come competition in this field, and 


Wittnauer electric 
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hope that these new electric watches 
will be of the high quality of 
which the Swiss are capable.” 

Hamilton’s electrics are current- 
ly all 12-jewel men’s models, with 
replaceable 1.5 volt batteries guar- 
anteed for 12 months. The watches, 
made at Hamilton’s plant in Lan- 
easter, Pa., retail for $89.50 to 
$200, depending on quality of the 
case. 

Bulova Watch Co. is ready to 
market an electronic watch “in the 
fall." The model will be a man’s 
jeweled lever. Research was begun 
nine years ago; transistors elimi- 
nate the balance wheel and the 
escapement. No prices have yet 
been announced. 

Bulova Public Relations Chief 
Haskell Titchell said that the firm 
does not plan to use the Ebauches 
development, will not market an 
electric watch. 

Elgin National Watch Co. is com- 
pleting work on an electronic mod- 
el, after eight years of research. 
Previously, the firm had announced 
that the watch would be marketed 
in July, but this date has been set 
back. 


Elgin Public Relations Man 


Harry Canfield says the firm is 
already tooling for production. The 
watch will probably be a 19-jewel 
man’s watch, made at Elgin’s plant 
in Illinois. It is designed to run 
for one year or more without re- 
charging. 


Current for the Masses 


U. S. Time Corp. is planning in- 
troduction “next year” of both an 
electronic and an electric watch, 
developed after some four or five 
years of research. 

“The watches could be jeweled 
or pin lever,” says Vice-President 
cobert E. Mohr. Initially, the firm 
will market only a man’s model, 
but expects to have ladies’ models 
available also. 

Watches will be made in Germany 
at U. S. Time’s plants there, will 
be priced “definitely at under $50 
retail—we cater to a mass market,” 
says Mohr. Mohr says that U. S. 
Time is' presently working on 
“other, more advanced” kinds of 
watches, which may ultimately re- 
place even electrics and electronics. 
He did not specify what these other 
kinds were. 

Some of the firms contacted by 
JC-K expressed concern over the 
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How electric and electronic watches work 


A brief explanation by Henry B. Fried, horological consultant to 
JC-K, who has studied these watches 


Actually, there are three types 
of electric or electronic watches. 

The first two of these three 
types |/including the Hamilton 
Watch Co. model, the French 
Lip electric, and the new Swiss 
electric| are actually D. C. 
motors, which, however, do not 
rotate in the normal continuous 
manner, but are interrupted by 
a make and break (switching) 
system. Their motion is ar- 
rested by a hairspring, which 
aids in returning the motor to 
its starting point and controls 
the speed. In other words, the 
motor is the balance and hair- 
spring of the traditional watch 
movement. 

In one of these types, the bal- 
ance contains an_ electromag- 
netic coil, which receives contact 
from a shirt-button-sized bat- 
tery through a contact tab, 
which is on the roller of the 
balance’ staff. The electrical 
charge travels through the tab, 
up into one end of a fine wire 
coil wound in an elliptical seg- 
ment on the balance rim. The 
other end of the coil terminates 
in the staff, through the hair- 
spring and stud, and is 
grounded. 

In the main plate of this 
movement are two small perma- 
nent magnets. The electromag- 
netic force of the coil draws the 
balance over these magnets, at 
which time contact is broken. 
The momentum of the balance 
carries beyond this point until 
the resiliency of the hairspring 
arrests this motion and returns 
the balance. 

On the return swing of the 
balance, the contact tab brushes 
past the double contact spring, 
but no contact is made. Thus the 
balance receives an electromag- 
netic impulse for a very short 
duration and in one direction 
only. 

The other of the first two 
types contains no permanent 
magnets. A coil generates an 
electromagnetic pull on the nibs 


of the balance. These nibs are 
made of permeable metal: they 
absorb a great deal of the elec- 
tromagnetic surge of the nearby 
coil, but do not retain this mag- 
netism when the current is 
turned off. In this case, the bal- 
ance roller jewel merely pushes 
one fine wire contact against a 
metallic piece to close the cir- 
cuit and energize the coil. As the 
balance is drawn opposite the 
electromagnetic coil, the con- 
tact is broken and the momen- 
tum of balance and the tension 
of the hairspring return the 
balance to its original position 
and timekeeping duties. 

Both these types of electric 
watches use the balance to move 
the train, by having the balance 
roller jewel nudge the first count 
wheel one step at each impulse 
of the balance. The new Swiss 
version uses a regular pallet, 
which is designed to move the 
“escape wheel” but one tooth. 
The pallet fork is moved by the 
balance. Its banking pins are 
permanent magnets, taking the 
place of “draw” in the tradition- 
al lever escapement. 


Electronic Tuning Fork 


The electronic watch type 
‘such as Bulova’s| operates on 
the principle of electrically- 
maintained vibrations of a tun- 
ing fork, and has no balance or 
escapement. The tuning fork’s 
vibrations are continuous 
through small electrical coils 
mounted at the tip of the tines 
of the tuning fork. Transistors 
are used to coordinate the nat- 
ural frequency of the tuning 
fork. The tuning fork has very 
delicate pushers attached to its 
prongs; these pushers act upon 
a pivoted and pinioned ratchet 
wheel. The continuous vibra- 
tions of the tuning fork cause 
the pinioned ratchet wheel to 
move at a regular pace, turning 
the hands through a set of re- 
duction gears. 
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possibie effects on the stem-wound 
and automatic watch market which 
these new models could have. 
Said one small watch importer 
in New York, who is considering 
using the Ebauches electric itself: 
“Offering these electric and elec- 
tronic watches to the public before 
Christmas could hurt dealers and 
producers who have large inven- 
tories of standard models. But if 
others do it, well we might too.” 


The Ticket Is Ingenuity 


Other manufacturers denied that 
standard watch lines or inventories 
would be hurt at all by fall intro- 
duction of the electrics. They rea- 
soned that U. S. consumption of 
watches is prolific enough to allow 


“everyone to get his share,” and 
that any new stimulation in an in- 
dustry’s products helps promote 
sales for all products within the in- 
dustry. 

Many of the firms do feel, how- 
ever, that electric and electronic 
watches can be expected to excite a 
buying public which has become 
increasingly aware of modern scien- 
tific progress. 

Said one watch manufacturer 
candidly: “Making something that 
tells time accurately is no longer 
a particularly noteworthy achieve- 
ment, at least not in the consum- 
er’s mind. We have now got to 
appeal to a consumer who will pay 
tribute to progress and to ingenuity 
in watchmaking.” 


AWI, merging HIA and UHAA, seeks 
to double its 3300 membership soon 


The American Watchmakers In- 
stitute came into being last month 
in Chicago, with 3323 dues-paid 
charter members and a member- 
ship goal of 6000 before its next 
convention is held in February, 
1962. 

Coming from 30 states and rep- 
resenting many state and local 
watchmaker organizations, some 
200 attended the charter meetings 
of AWI on June 18 and 19 at the 
Morrison Hotel in Chicago. Most 
of the delegates are employed in 
jewelry stores; the rest operate 
their own watch, clock and jew- 
elry repair shops. 

The interim’ directors, who 
worked out the merger details 
whereby the Horological Institute 
of America and the United Horo- 
logical Association of America be- 
came a single organization, were 
continued in office. They chose 
the following officers from their 
number: 


President Farrell 
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Vice-Pres. Luth 


President — John M. Farrell, 
CMW, of Warren, Mich. A re- 
search project development engi- 
neer for General Motors, Farrel] 
labored for weeks on the HIA- 
CHAA merger and, with the bless- 
ing of GM, gave freely of his time 
and energy to write the constitu- 
tion and bylaws of the new organ- 
ization. 

Vice-president — Norman  D. 
Luth of Bell, Calif. Luth was 
president of UHAA between 1952 
and exactly 30 seconds after 11:24 
o’clock on the morning of June 18, 
when someone with a stop-watch 
recorded the moment when the 
constitution was adopted and AWI 
was born. 

Secretary—Don Leverenz of El- 
gin National Watch Co., Elgin, III. 

Treasurer — George W. Cordes 
of the Ohio Watchmakers Asso- 
ciation, Toledo, Ohio. 

“To get things accomplished in 
today’s world, one thing counts— 


Secretary Leverenz 


Treasurer Cordes 


numerical strength,” said Carl G. 
Sedan, the former head of De- 
troit’s Convention Bureau’ to 
whom John Farrell turned during 
the merger talks and whom the 
interim directors retained as 
AWI’s executive chief under a 
five-year contract. (A massive 
West Pointer in his sixties, Sedan 
heads Sedan Associates, which 
also manages the Association of 
Professional Draftsmen and the 
Society of Reproduction Engi- 
neers from its headquarters at 
10525 Puritan Ave., Detroit.) 


Convention in 1962 


Besides doubling the member- 
ship within the next year and a 
half, Sedan mentioned these other 
short-term goals for AWI: (1) To 
exchange profitable ideas through 
a monthly newsletter, “Of and 
For the Watch Industry”; (2) to 
sponsor a Watch Inspection Time 
each year in March, to stimulate 
business and build public aware- 
ness of the Watchmaker; and (3) 
to hold an annual convention and 
technical trade show, “so that the 
watchmaking industry will be able 
to take a good look at itself under 
one roof.” 

The first of these convention- 
exhibits is planned for February, 
1962, in New York. “Watch In- 
spection Time,” programmed for 
next March, resumes a promotion 
which was developed several years 
ago by The Watchmakers of 
Switzerland. 

“Don’t expect miracles too soon,” 
Sedan said. He added, though, 
that AWI began on a good founda- 
tion with “money running sub- 
stantially into five figures in the 
bank,” in addition to the Packard 
Collection fund and other securi- 
ties. 

Charter members of AWI in- 
elude 2173 former HIA and 1150 
former UHAA members, each of 
whom has paid $10 in annual dues. 

Greetings to AWI came from 


Exec. Dir. Sedan 
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Watchmakers sit for premiere convention banquet photograph 


many companies, organizations and 
public officials, including Presi- 
dent Eisenhower. D. R. Troxel of 
Gary, Ind., spoke representing the 
American Gem Society, as did Ar- 
nold A. Schiffman of Greenville, 
S. C., for the Retail Jewelers of 
America; William G. Swartchild, 
Jr., of Swartchild & Co., Chicago, 
for the Watch Materials Distribu- 
tors Association of America; Don- 
ald S. McNeil, Philadelphia, for 
JEWELERS’ CIRCULAR-KEYSTONE and 
Morton R. Sarett, New York, for 
National Jeweler. 


Changes Coming Fast 


“Until recently, our watchmak- 
ing industry was something of an 
exception, because for. several 
hundred years watches were pro- 
duced generally along the same 
lines and watches were repaired 
generally along the same lines,” 
Swartchild said. 

“It seems to me that the reason- 
ably near future may begin to 
bring to all of us the type of 
changes which most industries 
continually undergo. If these 
changes are inevitable, it will do 
us no good to keep our eyes on 
the past and to resist the future.” 

Watchmaking can be elevated to 
a status never before enjoyed, 
Swartchild went on. “But a better 
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“don’t expect miracles too soon” 


future is not something that will 
come about by chance. It must be 
made to happen by intelligent 
analysis, intelligent planning and 
intelligent foresight. I urge you 
to be thinking, each of you in 
your own way, of what the future 
may bring and to prepare now to 
take advantage of it.”’ 

The coming wave of electric 
watches, electronic watches and 
watches perhaps even closer to 
Buck Rogers were undoubtedly 
among the “changes” to which he 
referred. 

Tedd Joseph of Foote, Cone & 
Belding, New York advertising 
agency, was introduced as “archi- 
tect” of AWI. Joseph was impar- 
tial chairman of the joint commit- 
tee which met in Denver nearly 
two years ago to plan the merger 
of HIA and UHAA. 


Certification Tests 


AWI’s watchmaker certification 
program was explained by Marvin 
Whitney of Alexandria, Va. AWI 
certificates will be issued to all 
present certificate holders, Whit- 
ney said. 

The proficiency examination will 
be open to all practicing watch- 
makers, as well as to graduates of 
horological schools and laymen 
who are interested in horology. 


The test, given under the proctor- 
ship of a local educator, takes 14 
hours—12 hours of practical work- 
manship and two hours of written 
answers to 150 true or false ques- 
tions. Candidates must provide a 
man’s and a lady’s wrist watch, 
which are mutilated before the 
test in AWI laboratories in Alex- 
andria, Va., or Denver. 

Upon passing the test with a 
grade of 75 or higher, a journey- 
man earns the title “Certified Mas- 
ter Watchmaker,” and an inex- 
perienced student the title, 
“Watchmaker.” After five years at 
the bench, the latter may petition 
for the “Certified Master Watch- 
maker” certificate, which will be 
issued without further test. 


Radium Dials Are Safe 


“If luminous dial wrist watches 
were a health hazard they would 
have been outlawed,” said Dr. 
Hanson Blatz, commissioner of 
radiation safety for the Depart- 
ment of Health, New York, N. Y. 

“There is no evidence that any- 
one has ever suffered injury from 
wearing a luminous dial wrist 
watch.” 

(Wearing a radium - painted 
pocket watch might be something 
else, he said, because the radiation 
would be pointed towards the 
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body during as much as 16 hours 
a day.) 

People are worried over the 
danger from luminous dial wrist 
watches because authorities con- 
stantly say that this or that source 
of radiation “is no more than in a 
watch.” Also, Blatz said, much is 
made of the fact that a Geiger 
counter starts to click whenever 
it gets near a radium dial (“a 
Geiger counter actually is no in- 
dicator of hazard, because it can 
measure 1/250,000 of what could 
be called harmful radiation’’). 

“Our fear, of course, is for the 
long-term degradation of the hu- 
man race. But whether a popula- 


tion uses luminous dial wrist 
watches has just about the same 
effect on the radiation it receives 
as if it lived in The Bronx or 
somewhere else, or lived in a brick 
house instead of a wood house.” 
There was hullaballoo in New 
York last year when three chil- 
dren chewed luminous alarm clock 
dials. Actually, Blatz declared, 
none suffered injury, “because old 
luminous paint is so insoluble that 
even when eaten it will not be ab- 
sorbed by the body.” 
Nevertheless, Blatz advised the 
watch industry to be on guard 
lest it provoke oppressive regula- 
tion. “Other substances under 


Wholesalers condemn direct selling, 
debate merits of sales quotas 


Manufacturer-to-retailer direct 
selling—usually a topic when whole- 
salers get together—got a thorough 
going-over in Chicago last month 
at the convention of the National 
Wholesale Jewelers Association. 
Melvin S. Cohen, head of A. 


Cohen & Sons Corp., New York, 
was elected NWJA president, suc- 
ceeding Frank J. Heyne of Heyne 


& Grove, Inc., Toledo. And it was 
Cohen who opened the three-day 
session at the Edgewater Beach 
hotel with a vigorous denunciation 
of direct selling. 

Selective, direct selling to the 
largest retailers, a common prac- 
tice in the jewelry industry, is a 
“crime,” Cohen declared. “You 
cannot have your cake, and eat it.” 

“The large accounts—the Kays, 
the Zales, the Weisfelds—must be 
sold, but must be sold through the 
wholesaler. Once one retailer has 
the advantage of buying direct, the 
others will fight for the same ad- 
vantage. Then, the wholesaler be- 
comes a barrier to be hurdled rath- 
er than an associate to be worked 
with. 

“The wholesaler’s prestige is 
weakened, his men and organiza- 
tion are weakened, and his ability 
to serve the thousands upon thou- 
sands of other customers is severely 
weakened.” 

The total market for jewelry 
products is some 55,000 potential 
outlets, Cohen estimated. The man- 
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ufacturer who wants mass distri- 
bution cannot directly serve such 
a large group without great costs 
for travel, decentralized inventory 
and accounts receivable—and the 
result, Cohen said, is this: ““Manu- 
facturers’ absorption of wholesale 
functions may be most economically 
unsound. ... 

“General Electric, the 
manufacturer our company 
from, sells no one direct—not Mont- 
gomery Ward, Sears, Penny, Wool- 
worth or R. H. Macy. Each retailer 
buys locally from one wholesaler.’ 

The big retailers want to buy 
from wholesalers if the manufac- 
turer will let them, Cohen declared; 
“what the big retailer does not 
want to do is to pay more for his 
merchandise than some other re- 
tailer pays. I once asked one of 
our biggest retail customers why 


biggest 
buys 


NWJA President Cohen 


study can make a dial luminous 
without radiation possibility.” 

Besides the officers, AWI’s in- 
terim directors are: Milton E. 
Roth of Waterloo, Ia.; Bertram 
Lowe of Longines Wittnauer 
Watch Co., New York; Orville R. 
Hagans of Denver; J. E. Coleman 
of Nashville; Jean-Pierre Savary 
of The Watchmakers of Switzer- 
land, New York; Ray F. Soucie of 
Palatine, Ill.; Harold L. Rapp of 
Eterna Watch Co. of America, 
New York; Gordon Gamble of St. 
Petersburg; George T. Gruen of 
Cincinnati, Ohio; James L. Hamil- 
ton of Denver; and Henry Fried 
of Flushing, L. I. 


he buys from us. ‘I’ve been in busi- 
ness a long time,’ the customer 
replied, ‘and I know that a reliable 
wholesale supplier will carry me 
through a depression, and will help 
me during prosperous, short-mate- 
rial times. I know that I am in 
safe, dependable hands.’ ”’ 

“The functions of the wholesaler 
have passed the test of time; the 
need for the wholesaler’s service is 
clear and absolute. Selling through 
the wholesaler is not easy; it re- 
quires intense supervisory sales 
management at the manufacturer 
level,”” Cohen concluded. “The aver- 
age manufacturer, if he bypasses 
the wholesaler by selling direct, 
will see his line fall into fewer and 
fewer hands — and into eventual 
control by the retailer.” 


Buzz Session Attitudes 


A “buzz session” followed with 
group discussions of “Can the 
Wholesaler Survive Direct Sell- 
ing?” and “What Is the Future of 
National Brands?” Comments in- 
cluded these: 

@® On Survival. The wholesal- 
ers’ chance will be in proportion to 
the amount of direct selling. . . 
He will survive, but he will need 
more sales helps, advertising al- 
lowances, etc. . . . He can’t sur- 
vive direct competition, without 
changing sources of supply. 
Maybe suppliers in some cases 
have to open key accounts, but, 
after the first call, the account 
should be turned back to the 
wholesaler. 

@ On Brands. The retail jew- 
eler will push the best profit struc- 
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ture in any line; he doesn’t need 
all standard brands—only those 
that suit him best, that have the 
best consumer confidence. ... In 
certain markets there is a trend 
away from national brands be- 
cause of the small profit edge. 

. National brands are here to 
stay; retailers and wholesalers 
had better learn to sell better; if 
they do, they will grow along with 
national brands. 


Quotas for Wholesalers? 


A second major topic of discus- 
sion was “should manufacturers 
establish sales quotas for whole- 
salers ?”’ 

John B. Stevens, vice president 
of International Silver Co., said 
“Yes.” “A full selling effort can 
never be realized unless goals are 
set—and once these goals are set 
every effort should be made to 
reach them. ... Even more impor- 
tant, quotas should be broken 
down by individual salesmen, in 
order to exact maximum selling 
effort from each individual.” 

Olof V. Anderson, president of 
Anson, Inc., Providence, said 
“No.” “Most distributors criss- 
cross territories in competition 
with other distributors’ traveling 
men from all directions,’ Ander- 
son remarked. “So it would seem 
that to establish a sales quota in 
any given area for a local distrib- 
utor would be impossible.” 

Representatives of six other 
manufacturers spoke on related 
topics during the same panel dis- 
cussion. They were: D. E. Sander- 
son, vice-president of Oneida Ltd. 
(““Manufacturers’ salesmen should 
travel occasionally with wholesal- 
ers’ salesmen to get a better un- 
derstanding of their selling prob- 
lems’’); Robert E. Mohr, vice-pres- 
ident of United States Time Corp.; 
F. E. Troy, vice-president of West- 
clox Division, General Time Corp.; 
Scott C. Rexinger, sales manager 
of Toastmaster Division, McGraw 
Electric Co.; Charles D. Brave- 
man, sales manager of Pearls by 
Deltah, Inc.; and Herbert M. 
Stein, general sales manager of 
Ronson Corp. 

Troy (Westclox) favored whole- 
saler quotas—“but the quotas, as 
a goal, should not be out of reach. 
Quota estimates, scientific mar- 
keting, is preferable to flying by 
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How to be in business—five years hence 
| The following are excerpts from an address given by Peter M. 


Fahrendorf, president of Jewelers’ Circular-Keystone, at the Na- 
tional Wholesale Jewelers Association convention June 3 in Chicago. 


Planning. Most planning is 
selfish, and that’s how it should 
be. . . . It contributes to sales 
and profits, which would not 
materialize if it were not done. 

Find out what your cus- 
tomers want now, and be sure 
that they have found what their 
customers want. You may have 
to scrap business practices and 
ideas that you have cherished 
in the past; also, perhaps, some 
types of merchandise to which 
you may have become wedded. 

In the past the jewelry indus- 
try as a whole was reasonably 
satisfied with possession of 
fixed-value merchandise and a 
low rate of turnover with a 
high markup. If it couldn’t sell 
an article, at least the product 
lost no value while the goods 
were in the safe. That theory 
of merchandising is gone for- 
ever. Your opportunity lies in 


making your selling plans be- 


fore you make your buying 
plans. . . . Gone are the days 
when “shelf-conscious” goods 
appreciated or even held their 
value. The time has come for 
the retailer to think in terms of 
what will it cost, or what will it 
bring this month, and not in 
terms of: eventually the goods 
may sell. 


Selling. If you have proper 
distribution it is an easy and 
simple matter to obtain both 
finance as well as production. 
But without distribution there 
is a problem to be solved... 
despite all the fanfare about the 
“Soaring Sixties,” the “‘fabulous 
new decade,” the coming “explo- 
sion of population” and the as- 
cent of “our economy to “strato- 
spheric heights,” thoughtful 
marketers are not being carried 
away by the notion of a built-in 
business boom. 

Last year jewelry store sales 
amounted to $1,517,000,000, and 
... the figure in 1966 should be 
$2,000,000,000. But this is not 
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JC-K President Fahrendorf 
make your selling plans 
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going to take place unless the 
retailer does a better selling job; 
unless you and your salesmen 
do a better selling job... . 


Advertising. Retail jewelers 
have not had a reputation of be- 
ing good or consistent adver- 
tisers. . . . Your salesmen can 
be of tremendous help to them 
—not only in encouraging them 
to do a consistent advertising 
job ... but in showing them 
the wonderful advantages that 
are theirs as a result of adver- 
tising being done by the national 
manufacturers within the jew- 
elry trade. ... 


Education. Educate your cus- 
tomers to be specific and give 
complete information in their 
requests for merchandise; as- 
sure them that this way they 
will get better service and not 
miss out on any special sales. ... 


Changing Business Patterns. 
Years ago a retail jeweler did 
25 to 30 per cent or more of his 
business in December. That has 
been changing to a great extent, 
and more and more business is 
levelling out through the year 
because every day is somebody’s 
birthday, and every day some- 
body is getting married. 
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the seat of one’s pants.” 

Stein (Ronson) disagreed. “It is 
difficult enough for a manufactur- 
er who has a general idea of his 
plans for the year to establish 
realistic sales quotas for his own 
salesmen. To do so for wholesal- 
ers is simply a stab in the dark.” 

The wholesale jeweler, Stein 
added, “is the only logical ap- 
proach for brand-name jewelry 
distribution to the retail jewelry 
store.” 

Asked, “How can you expect the 
wholesaler to give major support 
to the appliance market, when it 
is so chaotic and part of the fault 
lies with the manufacturer, Rex- 
inger (Toastmaster) replied: 

“The answer is salesmanship— 
really promoting a line. You don’t 
have to go out and cut prices all 
the time in order to get business.” 

Other speakers included P. M. 
Fahrendorf, president of JEWELERS’ 
CIRCULAR-KEYSTONE, and Harry J. 
Bromley, publisher of National 
Jeweler. (See box for excerpts from 
Fahrendorf’s remarks. ) 

Chosen to help lead NWJA for 
the coming year were: vice presi- 
dents, E. Reynolds Butler of E. W. 
Reynolds Co., Los Angeles, and Wil- 
liam H. Ficken of A. H. Ficken Co., 
Cleveland, both reelected, and John 
A. Goll of Baldwin-Miller Co., In- 
dianapolis; treasurer, F. Clarke 
Bechtel of Joseph B. Bechtel & Co., 
Philadelphia. 

Renamed to the executive com- 
mittee were John Allen of Morgan 
& Allen Co., San Francisco; John 
Hallett of Hallett Bros. Co., Lin- 
coln, Nebr.; Webb C. Ball II of 
The Bal! Co., Chicago; James H. 
Hetzel of Eisenstadt Mfg. Co., St. 
Louis, and Arch M. Lyles of Lyles- 
De Grazier Co., Dallas. Herman 
Kramer of Lossau & Kramer, Chi- 
cago, and Albert F. Long of Den- 
ver, Colo., were added to the board. 


Beads show big gains 
at Providence show 


Despite competition from. ex- 
ports, 76 per cent of the jewelry 
manufacturers participating in the 
United Jewelry Show reported that 
business is either ahead of or even 
with May 1959. 

The show, held May 6-15 in Prov- 
idence’s Sheraton-Biltmore, was at- 
tended by 889 wholesalers, who saw 
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IN THE PLASTIC, TICK TICK: The tiny parts that make Bulova watches 
are examined in a plastic panel by a graduate student of the New York 
University School of Retailing, during a student tour of the Bulova Watch Co. 


plant in Jackson Heights, N. Y. 


the wares of 336 exhibiting manu- 
facturers. 

Significant feature noted at the 
show was the great preponderance 
of beads. Some observers felt that 
orders of beads were in many cases 
far out of proportion to demand. 
Concern about the bead situation 
was voiced as a result of the “every- 
body-in-the-act” importing of beads 
by regular importers, wholesalers, 
manufacturers and even retailers. 

According to the costume jewelry 
survey, taken at each show, the 
best selling items at this year’s 
event were necklaces, followed by 
bracelets and earrings. “Sets” also 
sold well. Favorite colors were 
gold, crystal, topaz, assorted, 
brown, green, beige, bronze and sil- 
ver, in that order. 

Tentative date for the spring 
show has been set for Oct. 28. Fall 
show is planned for Apr. 28. 


Puerto Rican jewelry 
workers get pay hike 


Workers in the Puerto Rican 
jewelry industry have been granted 
higher minimum wage rates by or- 
der of the U. S. Labor Depart- 
ment’s Wage and Hour division. 

A minimum hourly wage of 63¢ 
has been set in the button, buckle 
and plastic costume jewelry seg- 
ments of the island industry. Work- 
ers in the hair ornament classifica- 
tion will get a minimum wage of 
76¢ per hour, as opposed to the 
former 71¢ rate. Those engaged in 


making precious jewelry will be 
paid a minimum of $1 an hour, a 
13¢ jump from the old rate. In the 
rosary and native jewelry classifi- 
cation, the rate will be 47¢. Old 
rate was 43¢. The 87¢ hourly rate 
in the metal expansion watchband 
industry remains unchanged. 

The Manufacturing Jewelers and 
Silversmiths of America, Inc. has 
been active in pressuring govern- 
ment agencies for higher Puerto 
Rican wages. 
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THE SWISS VARIETY: Unusual 
shapes in new watches were featured 
among the prolific variety of time- 
pieces offered at this year’s annual 
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fair in Basle, Switzerland. This 
model has platinum case and strap, 
forms and arrow setting for the 
movement, has blue and white pre- 
cious stones. 





FTC spells out jewelry trade rules for 
drug, variety, department stores in East 


“Sir, I should consider very sus- 
pect the honesty of any advertise- 
ment which offers a 54-jewel watch 
for sale.” 

The Federal Trade Commission 
official was answering a question by 
one of the more than 100 depart- 
ment, drug and variety store ex- 
ecutives, who gathered June 10 in 
New York’s Biltmore Hotel to find 
out exactly what is and what is not 
an honest and fair trade practice 
in the jewelry industry. 

Questions on watch 
were among the most-asked. 

“Can a pin lever watch with 17 
advertised as ‘fully 
jeweled’?”” asked an advertising 
executive of one of the East’s large 
drug store chains. Smiled Paul 
Cameron, FTC’s Chief of Trade 
Practice Conferences: “This is 
dubious. The Commission might 
take that up as a test case.” 

“Can you call a watch with one 
jewel ‘a one-jeweled’ watch?” 
Answered Cameron: “I think you 
could.”’ 

Many of the invited guests were 
anxious to know when a _ watch 
could properly be called “jeweled.” 
Cameron made clear that a watch 
must have seven jewels, each per- 
forming a _ bearing function, to 
merit the label “jeweled watch.” 
These jewels need not be in the 
lever, however, he said. 


jeweling 


jewels be 


A Gem Is a Gem Is a Gem? 


The head of Macy’s Bureau of 
Standards, Mr. Freedman, trig- 
gered a debate on the word “gem” 
by suggesting that Rule 38 of the 
jewelry industry rules be changed. 
Freedman denied that the word 
‘‘gem’’ should only be used to de- 
scribe “pearls, cultured pearls, dia- 
monds and other precious stones 
which have exceptional beauty, 
symmetry, rarity and value,” as the 
rules stipulate. 

“A child,” reasoned Freedman, 
‘no matter how deformed, is still 
a child. And a gem, no matter how 
ugly, should still be called a gem. 
Any natural stone is a gem.” 

To FTC’s defense came Hilda 
Kirby, a jewelry chain store ex- 
ecutive. “We accepted the term 
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‘sem’ as a term of quality,” said 
she, “not as actually defined, but 
as understood within the indus- 
ey. 

FTC Attorney Chalmers Yarley 
gently chided the non-jeweler sel- 
lers of jewelry for their lack of 
knowledge about proper marking 
of gold items. 

“One thing you forget to do is 
specify fineness on gold products,” 
Yarley pointed out. “Most depart- 
ment stores say gold, without 
giving karat.” 

Yarley said that sellers must 
specify karat fineness on mechani- 
cally-applied gold items, but that 
they should not on electroplated 
articles. “Just say gold _ electro- 
plate,’ Yarley noted. 

One department store advertiser 
know whether it was 
repeat the words 
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necessary to 





ISRAEL’S DIAMOND DEBUT: Ex- 
otic Yora Yedlin, Israel’s “diamond 
debutante,” appeared at the U. S. 
World Trade Fair recently in New 
York to display the first diamonds 
and diamond jewelry cut and designed 
in Israel for export to the U. S. Col- 
lection belongs to two Israeli firms, 
Ady Jewelery and Diamonds Export, 
Ltd., and Becca Diamond Production 
& Marketing Co., Ltd. With armed 
guard and Miss Yedlin is Y. Z. 
Suess, president of the firms. Ameri- 
can representative is Nass & Suess, 
Inc., 609 Fifth Ave., New York. 


“cultured pearl’ each time, before 
listings 


20 separate of cultured 
pearl sizes. 

“If the pearls are cultured,” 
answered Yarley, “you must say 
so for each listing, even when a 
large headline announces that all 
of the pearls are in fact cultured.” 
Said the disappointed questioner 
philosophically: “Being honest is 
sure going to raise our typesetting 
bills, but I guess it’s worth it.” 

P. Irving Grinberg and Gustav 
Niemeyer of the Jewelers Vigilance 
Committee, sitting poised in the 
front row during the session, help- 
ed FTC clear up some points. 

To a question “What’s wrong 
with using the term ‘fresh water 
pearl’ in ads?” Grinberg answered 
conclusively: “Use of the term 
‘fresh-water pearl’ is absolutely 
misleading—you are in fact calling 
it a ‘pearl,’ which it is definitely 
not.” 

One point made very clear 
during the session was that re- 
sponsibility for deceptive or mis- 
leading ads rests solely with the 
advertiser. 

“If a retailer runs a faulty ad,” 
said Yarley, “he can be held liable, 
whether or not he is aware of any 
deception.”’ Yarley suggested that 
retailers report any 
claims of suppliers to FTC, which 
will then contact the supplier. 


suspicious 


“That’s Your Unfair!” 


Many present were concerned 
about FTC’s inability to attack 
deceptive ads of retailers who are 
not in interstate commerce. Grow!l- 
ed one man: “Talk about unfair 
competition! Here we are trying 
to conform to the rules, and the 
small local guy next door can go 
on cheating like hell. That’s your 
unfair.” 

John R. Heim, director of FTC’s 
3ureau of Consultation, conceded 
that FTC’s limitation, in being able 
to police only ads in interstate com- 
merce, was a problem. He sug- 
gested that retailers who see 
violations occurring inform local 
enforcement agencies, and also that 
they organize fair-practice com- 
mittees of local businessmen. 

He also said that FTC is trying 
to extend its jurisdiction by inter- 
preting “interstate commerce” as 
including ads by local retailers in 
newspapers which go across state 
lines. 
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U.S. manufacturers, wholesalers aid 
Hawaii jewelers hurt by tidal waves 


Late in the night of May 22, resi- 
dents of Hilo, Hawaii, heard the 
dreaded siren wail — tidal wave 
alert. Merchants rushed to their 
stores, hoping there was still time 
to save some of their goods. But 
time was growing short. Out in 
Hilo Bay, a wall of water was rush- 
ing landward at 450 miles an hour. 

Shortly after midnight, waves 
up to 35 feet high crashed through 
Mamo St. and Kamehameha Ave., 
demolishing nearly everything in 
their path. Among the _ ruined 
buildings were many _ jewelry 
stores. 

When morning came, 
began to take stock of their losses. 
As they dug through the rubble 
that had been their stores, they 
found that most of their stock was 
so badly damaged that there was 
little hope of selling it. Since the 
cost of tidal wave insurance is pro- 
hibitive, few of them had any, saw 
little hope of recovering their 
losses. The future looked dark in- 
deed. 

On May 26, four days after the 
disaster, Arthur Allen of Morgan 
& Allen Co., wholesale jewelers in 
San Francisco, arrived in Hilo. He 
saw the havoc wrought by the tidal 
wave, decided that something 
should be done for the Hilo jewel- 
ers. He wrote a poignant letter 
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back to the mainland describing 
the plight of the disaster-strick- 
en Hilo jewelers. Representatives 
of some manufacturers of the 
muddied, water-soaked stock were 
attending a convention of the Na- 
tional Wholesale Jewelers Associ- 
ation in Chicago, when they 
heard the news. Almost without 
exception, the manufacturers of- 
fered to refurbish salvable mer- 
chandise—at no charge to the 
jewelers. 


Help for Hilo 


Soon the jewelers in Hilo began 
to receive letters from manufac- 
turers in all parts of the United 
States. All of them expressed sym- 
pathy for the merchants whose 
stores were damaged; all of them 
wanted to help. Typical of the let- 
ters are some of these quotations: 
“We are prepared to refinish and 
water - damaged 
products of our manufacture 
which may have been salvaged.” 
“You may return all damaged mer- 
chandise to us and we will refin- 
ish and repackage it without 
charge.” “We will be very glad to 
refinish and rebox this merchan- 
dise and put it in original condi- 
tion at no charge.” 

Among manufacturers who par- 
ticipated in this aid program were 


repackage any 


Anson, Inc.; H. F. Barrows Co.; 
Forstner, Inc.; Foster Metal Prod- 
ucts, Inc.; Gemex Corp.; Interna- 
tional Silver Co.; Irons & Russell; 
Jacoby-Bender, Inc.; Kestenman 
Bros.; M. S. Co.; Mike Mendelson 
& Associates; Oneida, Ltd.; Pearls 
by Deltah, Inc.; L. S. Peterson 
Co.; Plainville Stock Co.; Poole 
Silver Co.; Ripley & Gowen Co., 
Inc.; Shiman Mfg. Co.; I. Small- 
man & Sons Co.; Star Ring Mfg. 
Co.; Tru-Kay Mfg. Co.; E. S. Vi- 
hon Co.; and J. J. White Mfg. Co. 

From the Hawaii Jewelers Asso- 
ciation came these words of praise 
for the jewelry industry: “On be- 
half of our Association we extend 
our very warmest appreciation 
and thanks for the generous help 
to these merchants in this time of 
their great need.” 

The Hilo incident stands as a 
great example of cooperation be- 
tween wholesalers, retailers and 
manufacturers. It is also a great 
example of human kindness in ac- 
tion. 


American Fine China 
Guild elects Sullivan 


American Fine China Guild 
elected Robert Sullivan, vice-presi- 
dent of Lenox, Ince., to its presi- 
dency at the group’s semi-annual 
gathering in May. 

Chosen to serve with Sullivan are 
Theodore Haviland, vice-president 
of Haviland and George B. Zah- 
nizer, president of Castleton, Inc., 
vice-presidents; Thomas Hogan, 
president of Flintridge China Co., 
treasurer; and Lynn Warren of 
the American Fine China Guild, 
permanent secretary. 


North Carolina retail 
jewelers vote Miller 


North Carolina Retail Jewelers 
Association elected Henry C. Mil- 
ler, Jr., of Lexington as 1961 presi- 
dent at the group’s annual conven- 
tion at Raleigh in May. 

Serving with Miller will be L. A. 


Johnson of Raleigh, first vice-pres- 
ident; Guy T. Swindell of Wash- 
ington, second vice-president; Tony 
Schiffman of Greensboro, third 
vice-president; and Harold Seburn 
of Wilson, secretary-treasurer. 
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AFTER THE WAVE: 


Hilo residents inspect Mamo St. At left is the Hiraoka 
Jewelry store, battered but still standing. 
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GORDON’S JEWELERS LEADERS: From left: Credit Supervisor L. T. 
Hampton, Vice-President Aron S. Gordon, Advertising Director Joe Walsh, 
Executive Supervisor Jay Cohen, President H. B. Gordon. 


Gordon’s Jewelers supervisors meet, 
note 116 per cent growth in four years 


In what became more a victory 
celebration than an annual seminar, 
supervisors from Gordon’s Jewel- 
ers’ 80 stores gathered recently in 
Houston, were treated to a graphic 
exhibition of the firm’s 116 per 
cent growth since 1956. 

Theme of the meeting was “Gor- 
don’s Is America’s Fastest-Grow- 
ing Jewelers.” President H. B. 
Gordon said that the Gordon’s 
spread was the result of leadership 
in giving customers top values by 
top merchandising practices. 

Plans were outlined for Gordon’s 
expansion into several new areas 
of the U. S., as well as continued 
growth in the Caribbean area, in 
which the firm has lately been 
active. 

President Gordon set a goal of 
100 stores by 1962. “When a new 
store is opened, it is a healthy sit- 
uation from many viewpoints,” he 
said. “It’s new from the ground 
up... fixtures are new, merchan- 
dise is new, and new opportunities 
for advancement have been created 
into which Gordon’s personnel may 
grow. Gordon’s expands with new 
stores in growing communities.” 

Vice-President Aron S. Gordon 
presented the chain firm’s new 
“Majesty” diamond bridal ensemble 
series, announced “this gives Gor- 
don’s the most complete diamond 
line availabe to the American con- 
sumer. Incorporated with our pres- 
ent “Matched Perfection” line, it 


104 


offers truly a style for every finger, 
a price for every purse.” 

In addition to the new Majesty 
series, Gordon’s showed supervisors 
new “competitive” diamond lines 
in the 4%4-'% and one-carat weight 
groups. 

Also introduced was Gordon’s 
new Austin watch line, reboxed and 
repriced. 


International Silver 
enters giftware market 


International Silver Co. has es- 
tablished a Special Gifts division, 
managed by Richard G. Tucker. 

New division will market gift- 
wares, decorator items and similar 
products through selected gift dis- 
tributors. 

In addition to this designer line 
of merchandise, the division will 
also handle the creating and mar- 
keting of industrial award items 
and trophies for special occasions 
and varied sporting events. 

Marketing is expected for early 
fall. 


Gorham buys Friedman, 


Silverplate maker 


Gorham Mfg. Co., Providence, 
R. L, has bought the 52-year-old 
Friedman Silver Co., Inc., of Brook- 
lyn, N. Y. Gorham plans to move 
the Friedman operation to Provi- 


dence during the summer. 

This marks Gorham’s third cor- 
porate acquisition this year. Other 
firms taken into the Gorham com- 
bine in 1960 are Rabun Bronze 
Foundry, Inc., Los Angeles, and 
Pickard & Burns, Inc., Needham, 
Mass. 

Friedman makes silverplated hol- 
lowware. 


Colorado jewelers form 
35th RJA affiliate 


Colorado Retail Jewelers Asso- 
ciation organized recently, then 
voted unanimously to become affili- 
ates with Retail Jewelers of Amer- 
ica, Inc. 

The Colorado group 
RJA’s total to 35 organizations rep- 
resenting 37 states and the District 
of Columbia. 

Serving as temporary officers 
until the first annual convention 
slated for September—are: Meritt 
B. Sherer, president; Forest Lutz, 
secretary - treasurer; and Vince 
Kelley, executive secretary. 


bring’s 
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DALI RIDES AGAIN: “The Ange! 
Cross,” Salvador Dali’s third moving 
jewel creation, represents what the 
artist calls “the gradual transforma- 
tion from the mineral world to the 
angel.” Fashioned of gold, diamonds, 
topaz, lapis lazuli, platinum and 
coral, the jewel was recently acquired 
by the Owen Cheatham Foundation, 
owner of the “Art-in-Jewels” collec- 
tion by Dali. Cross is the Spanish 
artist’s first jewel to combine sculp- 
ture and painting. 
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WMDAA sees “Tick” film on TV premiere, 
elects Ashendorf, plans membership drive 


The first television broadcast of 
“What Makes It Tick?,” the Watch 
Material Distributors Association’s 
consumer education film, which rec- 
ommends repair of quality watches 
with genuine parts, was the pro- 
gram highlight of the WMDAA’s 
14th annual convention Memorial 
Day in New York. 

Executive Director Stanley House 
said the New York showing marked 
the kickoff for national TV distri- 
bution. Some 40,000 window decals 
have already been mailed to retail 
jeweler-watchmakers to aid tie-ins 
with the film, House said. 

The association also elected these 
officers for 1960-1961: president: 
I. Ashendorf of Southern Watch 
Supply Co., Charlotte, N. C.; first 
vice-president: Edward Kurtz of 
Prague-Kurtz Co., Houston, Tex.; 
second vice-president: David A. 
Fried of Fried & Field Co., San 
Francisco, Cal.; treasurer: Earl S. 
Bechtel of Joseph B. Bechtel Co., 
Philadelphia, Pa. 

New directors, with terms expir- 
ing June, 1962: Harry Brockway 
of L. A. Clark Co., Seattle, Wash.; 
A. A. Freshman of Freshmans, Salt 
Lake City, Utah; Abe Katz of Wm. 
R. Katz Co., Dallas, Tex. Directors 
with terms expiring June, 1963, 
are: Arthur O. Bush of United Tool 
& Material Co., Denver, Colo.; John 
Cassedy of Cas-Ker Co., Cincinnati, 
Ohio; Robert Haselton of Haselton 
& Co., Boston, Mass. 


Best Wishes, AWI 
Resolutions presented by the 
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Members and guests of the watch materials industry dine at 
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board of directors for convention 
approval included a vote of thanks 
to a long list of associate firms, for 
their pledges and contributions to 
date on the film and decal pro- 
grams. 

Other resolutions included thanks 
to retiring directors, thanks to re- 
tiring past-president Eugene Swi- 
gart for his many years of devoted 
service to the WMDAA, and best 
wishes to the fledgling American 
Watchmakers Institute, whose ex- 
ecutive director, Carl Sedan, ad- 
dressed the group. 

Outgoing President Seymour 
Marcum of Norvell Marcum Co. in 
Tulsa, Okla., keynoted a discussion 
on the Internal Operating Methods 
Report, a WMDAA service to mem- 
bers. 

A special program was presented 
by the U. S. Post Office, during 
which a film was shown on how to 
improve mail services. Hamilton 
Watch Co. also showed its film, en- 
titled “The Ages of Time.” 

Convention heard talks from 
S. L. “Bud” Cantor, promotion di- 
rector for the Gold Filled Manu- 
facturers Association and from 
Harvey Bond, vice-president for 
advertising of Benrus Watch Co. 
Four trade press editors joined in 
a panel discussion of the jewelry 
industry today. 

President Ashendorf announced 
that it will be the major assign- 
ment of the board of directors 
in the coming year to expand 
WMDAA’s active and associate 
membership. 


a 


Associate chairman of the con- 
vention was Bernard Kanter of 


Jacoby-Bender. He was responsible 


for the banquet evening, done in a 
nautical style for some 300 dele- 
gates and guests. 


Georgia, South Carolina 
RJAs elect officers 


South Carolina and Georgia Re- 
tail Jewelers Associations climaxed 
their joint annual convention at 
Myrtle Beach, S. C., May 9, by 
electing respectively Alan Reyner 
of Columbia and Jack M. Levy of 
Savannah presidents. 

Other Georgians elected were: 
Marvin Grenstein of Gainesville, 
Jimmy Echols of Tifton and Tom 
Wilson of Douglas, vice-presidents ; 
Kimsey Davis of Atlanta, secre- 
tary-treasurer; and Jack Altman 
of Savannah, Carl Hays of Macon, 
R. L. Mann of Newman, Joe Foster 
of Athens, Alex Goodman of Ma- 
con, Ed Wall of Thompson, Tom 
Schneider of Atlanta, and James 
Newton of Rome as directors. 

South Carolinans chosen to serve 
with Mr. Reyner include J. C. 
Thomas of Clifton, first vice-presi- 
dent; Arthur White of Spartan- 
burg, second vice-president; and 
Abe Harris of Waterboro, secre- 
tary-treasurer. 

The two associations also 
crowned their respective beauty 
queens. Lynn Collins of Greenville 
was chosen to represent South 
Curolina and Barbara DuPree of 
Athens was named Georgia’s rep- 
resentative to the Southeastern 
Jewelry Show in Atlanta this 
month. 

Some 200 jewelers and guests 
attended the two-day session. 


the installation banquet May 29 in New York. 





State of the Jewelry Business 


Tidal wave that hit Japan may make pearl shortage more acute 


Japanese oyster beds—and the 
U. S. cultured pearl industry— 
IMPORTS % change % change have suffered their second major 

April from Jan.-Apr. from Jan.- disaster in less than a year. 
_ 1960 = Apr. 1959 1960 Apr. 1959 After a typhoon raged through 
WATGN OVEMENTS (unite) the cultured pearl] farms in Sep- 


jewe , ,874, 1 . , 
a ord woes pret am tember 1959, President Sydney A. 


8-15 jewels 4145.1 17,042 +51.2 Weiss of Imperial Pearl Syndicate 
16, 17 jewels +7.3 1,687,286 +20.2 reported sadly that damage, par- 
over 17 jewels — 53.2 3,074 —37.6 ticularly in the Ago Bay area, 
all movements 1,045,819 +16.2 3,944,467 +19.9 which produced some 60 per cent 
DIAMONDS of Japan’s annual pearl harvest, 


uncut, by carats 94,014 +1.6 475,242 +18.7 was great enough to crimp sup- 

uncut, by value $6,803,742 +1.9 $26,998,615 —10.1 ply until 1962. 

cut, by carats 56,467 —12.0 268,655 —5.5 Then, in May 1960, Chilean 

cut, by value $5,617,530 —19.0 $25,300,745 —8.7 earthquakes sent tidal waves 
CULTURED PEARLS $1,355,520 +3.1 $5,279,966 +16.3 broiling through the Pacific, and 
IMITATION STONES $486,971 -—54.9 $1,705,661 —58.0 again Japan was struck. “The to- 
DUES sae Bes | tal of the loss from the tidal 


EXCISE TAXES °% change °% change wave,” says the Cultured Pearl 

Jan. Mar. from Jan.- Jan.-Dec. from Jan.- Association of America, “is great- 

1960 # Mar. 1959 1959 Dec. 1958 er than that caused by the ty- 

AMOUNT COLLECTED $63,801 +8.1 $159,679 +3.6 phoon. Since so many mother 

(add 000) oysters have now been destroyed, 

the effect on this year’s crop as 

VITAL STATISTICS % change % change well as the 1961 crop is very seri- 
Apr. from Apr. from Jan.- ous.” 

1960 = Apr. 1959 Apr. 1959 Larger pearls of the 8 x 84% mm 

a nace pee piri size, in short supply because of 








the typhoon, will be even more 
dificult to import “since they can 
PRRLURES — ees hardly be secured in Japan,” the 
May 1959 May 1959 association notes. 

CASH JEWELERS —4.9 Smaller cultured pearls “will 
INSTALLMENT JEWELERS —25.0 be difficult to acquire in the next 
WATCH REPAIRERS ae — 300.0 two years; the fisheries producing 
WHOLESALERS - —41.7 the smaller pearls were hardest 
MANUFACTURERS ms — 200.0 hit in the latest disaster.” 


An immediate shortage of goods 


WHOLESALE JEWELERS’ DEPARTMENT STORE SALES among necklace makers is ex- 


SALES APRIL 1960 pected to result from the cancella- 
% change % change tion, after the tidal wave, of one 
from_ from Jan.- of Japan’s most important pear! 


Apr. 1 : . , 
APRIL 1960 FINE sewer, S33 Apr. 1959 auctions, at Kobe. The “auction”’ 


% wang — WATCHES +15 +8 is the market where cultivators 
rom rom bring raw pearls for sale to ex- 

April’59 Mar. 1960 a +2 +8 rs : 
SALES —6 —3 COSTUME Weiss predicted after the ty- 
INVENTORY +415 +1 | JEWELRY +9 phoon that “the price of nice-qual- 
Se ate a ity large uniform chokers in 1960 
METAL PRICES—MID-JUNE 1960 will be up at least 25 to 50 per 
(troy ounce, large lots) cent at wholesale in the U.S.” The 


Mid-June — new tragedy may make that esti- 


1960 °% change mate moderate. 
SILVER $.91 3/8 : 0 Both Weiss and the Cultured 


PLATINUM $82 4+6.5 Pearl Association see a shortage 
PALLADIUM $24 +33.3 of pearls, less choice of sizes and 
IRIDIUM $70 —6.5 higher prices in 1961 and in 1962, 
and perhaps into 1963. 
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JC-K’s Directory Issue is on its way 


to 23,100 jewelers, 


Early in the morning of June 20. 
some $100,000, some 8000 man- 
hours and some 11 months after 
it had been conceived, a three- 
pound copy of the 1960 Jewelers’ 
Directory Issue was ready for an 
expectant jewelry industry. 

Obviously the July issue closed 
too soon for receipt of full trade 
reaction. However the opinions 
of a few local (Philadelphia) 
members of the industry were 
sought out. 

Says Oscar Kind, Jr., president 
of S. Kind & Sons in Philadelphia: 
“This directory fills a very urgent 
need within the jewelry industry, 
as a complete reference source on 
where to get almost every con- 
ceivable kind of jewelry item. 

“We've been waiting for this. 
Our customers are always asking 
for things which we don’t stock; 
now we can assure those custom- 
ers that we’ll be glad to order the 
item, because now we'll know ex- 
actly where to get the item.” 

Another Philadelphian, Presi- 
dent Saul Rosnov of M. Rosnov, 
Inc., said happily: “It’s about time 
there was a directory listing stain- 
less steel flatware patterns in de- 
tail—-this is an innovation and a 
much needed one. And I especially 
like the tax breakdown section, 
which will save us much time and 
expense in the future.” 

Manufacturing Jeweler Byard F. 
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FIRST COPY: President G. Carroll Buzby, left, of Chilton Co., parent firm 
of Jewelers’ Circular-Keystone, accepts first copy of JC-K’s 1960 Jewelers’ | 
Directory Issue from Chilton Printing Plant Superintendent George Cameron. | 


has 40,000 listings © 


Brogan was sure that “it’s going | 
to take several nights to get | 
through this, but it’ll be worth it.” | 

Brogan turned quickly to the | 
Manufacturers’ Suppliers Section, | 
was surprised to find that the dis- | 
play boxes he’d been buying out- 
of-town were available right in. 
his own Philadelphia back yard. 

“This will be helpful,” said he, 
“because everything we buy is 
listed here; although we normally 
have regular suppliers, we may 
sometime need something one of 
our regulars won’t have. We can 
find someone else quickly in here.” 

Wholesaler David Jacoby of Ai- 
senstein & Gordon noted that the 
directory would be valuable, espe- 
cially to retailers. “Anything that’s | 
good for the retailer is good for 
us. After all, they’re our custom- | 
ers.” 

Says F. Clarke Bechtel of Jos. 
B. Bechtel Co., Philadelphia whole- 
sale firm: “The yellow pages alone 
make it a most essential book for 
us.” 

The JC-K Directory Issue has 
three main sections: the “Mer- | 
chandise Section” the “Jewelers’ | 
Services and Supplies Section”’ | 
and the “Manufacturers’ Suppliers | 
Section.” These three sections 
contain listings of 859 categories 
of goods and services and 935. 
cross-references to speed the user 
toward the information he seeks. 
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On June 20, some 23,100 copies of the Directory Issue were mailed. 
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The perfect 
WEDDING GIFT 


= 14207 


SCHATZ ELECTRONIC 
MANTEL CLOCK 
retail $36.00 
Tlf." x 52" x 4%," 


Polished brass and satin gilt finish. Silver dial with 
applied brass markers. Plexi-glas cover with brass 
rim. Handsomely styled. Sensational technical de- 
velopment. i{'/ volt flash light battery lasting [5 
months. Reliable time piece. Other styles available. 
Write for complete catalogue and price list. 


HENRY COEHLER CO., INC. 
102 Fifth Ave.. New York ii, N. Y 
Phone OR 5-8067 
Chicago show room 31524 
Merchandise Mart Phone MI 2-4112 











Known to the trade as “STAR 
OF FREYUNG’” are the fabulous 
synthesized corundum ring 
stones, based on the great 
invention of Professor Verneuil, 
member of the French Academy 
of Sciences, who first discovered 
the secret of crystal growth. 
Nature's secret in creating 
astefism in gem stones has only 
recently been unlocked. Read 
our booklet “The Phenomenon 
of Asterism in Star Sapphires 
and Rubies” for a description 
of this phenomenon—and of the 
men who are responsible for 
the “break-through’’. 


“GEMMA STARS” most 
faithfully recreate nature’s 
finest specimens of star sapphires 
and rubies. Try the light test: 
Our “Stars’’ are translucent 
when placed on a light, av 
important characteristic of 
natural star gems. 
“GEMMA STARS”, synthesized 
corundum ring stones-hexagonal- 
crystal-structured, typical of 
nature—made by Wiede- 
Freyung—distributed by leading 
stone dealers throughout the 
United States—imported by 
arrangement with Union Carbide 
Corporation. Ask your favorite 
supplier to show you his line 
of “GEMMA STAR” rings and 
accessories. 
aaeeeeseeeseoeoussesessess 
SPECIAL OFFER: Fill out and mail cou 
pon with 10 cents to cover the cost oft 
postage and handling. Receive an attractive 


gift of fine Bavarian china, valued at $2.5!) 
Limited quantity, first come, first served 


Firm Name 


Address 


Authorized Signature 
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The GEMMA Company 


47 West 47th St., New York 36, N. Y. 


' diamond grades — and 
| lighted that the salesmen were not 
such plump pickings. 


_ mounted 


J. R. Wood has plan to 
stop diamond thieves 


To a professional diamond thief, 
the most grave injustice in this 
nation today is that “fences” re- 
turn only a niggardly 10 cents for 
each dollar’s worth of hard-won 
plunder, often making the prize 
hardly worth the risk. 

J. R. Wood & Sons, whose Art- 
carved diamond ring salesmen are 
nevertheless constant targets of the 
well-organized road agents, are 
counting on the fences’ continued 
parsimony: their plan is to use 
inexpensive non-diamond stones for 
the salesmen’s samples, and to let 
the thieves know about it, hope- 


| fully with the result that they’ll 
begin stealing something else. 


The New York firm conceived 
the plan four years ago. Initially 


' they put only a few non-diamond 
| samples in salesmen’s cases, to see 

how jewelers would like it. Jewel- 
ers 


were not at all reluctant to 
choose from substitute stones— 
they simply ordered one of J. R. 
Wood’s four established standard 
were de- 


J. R. Wood salesmen will carry 
virtually no real diamonds in their 
1960 diamond ring sample cases. 
They hope that when the thieves 
find out, they’ll lay off; insurance 
rates, which have skyrocketed in 


_ recent years, should then drop, and 


salesmen will no longer have that 
disquieting feeling they’re being 
followed, which they have been, to 
their extreme discomfort. 

The ring settings will be genu- 
ine. Substitute stones, including 
spinel, white zircon, some dia- 


_mondite, are cut abroad, purchased 
by J. R. Wood here for some 15-20 


cents each. Settings can be reused; 
sample stones are usually dis- 
carded. 

“The sooner the entire diamond 
industry follows suit,” 
recommends J. R. Wood Vice-Pres- 
ident Arthur W. Muller, “the 


- sooner will the thieves turn toward 
other fields, and the more freely 


will salesmen be able to travel and 
serve the jeweler.” 

That the Wood plan merits con- 
sideration is evident not only be- 
cause of the bodily dangers in- 
volved in robberies, but also from 


the economic viewpoint. In 1959, 
the Jewelers Security Alliance got 
reports of robberies of diamonds 
and diamond jewelry from sales- 
men in the amount of $1,412,379. 
Many thefts go unreported. 
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MEDANA’S MERMAID: Champion 
Skin Diver Jane Baldasare frolicked 
in a water tank every day for a week 
in May in the window of Gimbel’s 
New York store, to show that the 
Medana “500” watches on her wrists, 
ankles, and neck were indeed water- 
proof. Stunt was arranged by Louis 
Aisenstein & Sons of New York, ex- 
clusive Medana distributor in North 
America, drew prodigious crowds. 








A top-notch 
traffic-stopper . . . 
a real 
oreat deal! 

* 


see GEMEX 


al_on_ page 19 
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» Reuben N. Popkin of Reuben N. 
Popkin, Inc., diamond importer, re- 
cently returned from a buying trip 
in the European diamond markets. 

a Chatham Jewelers, formerly of 
251 Main St., Chatham, N. J., has 
moved to 51 Union Pl., Summit, N. J. 
It is now known as Thompson’s Jew- 
elers and Gifts. 

» Douglas Cooper, president of F. J. 
Cooper, Inc., Philadelphia, is on a 
60-day buying trip that will take him 
around the world. 

» Harry C. Maybaum of Maybaum 
Bros., New York, left June 25 on an 
extended business-and-pleasure trip 
that will take him to most of the 
countries in western Europe. He re- 
turns in September. 

a Duchess Jewelry Manufacturing 
Corp. has more than doubled its of- 
fices and production facilities in Ho- 
boken, N. J. Plant now occupies more 
than 40,000 square feet. 

» The Watchmakers’ Association of 
New Jersey held a meeting on June 
14. Members heard a representative 
of the State Police speak on the im- 
portance of the identification code 
system used in repair of watches. 
Next meeting will be in September. 

a Suberi Bros., New York manufac- 
turer of 14K gold jewelry, has ex- 
panded its production and service fa- 
cilities at 47 W. 47th St. 

»e The New York Jewelers Square 
Club held a meeting May 23 at 
Churchill’s Restaurant. Speaker of 
the evening was Richard C. Murphy, 
longtime counsel for the Jewelers 
Security Alliance. 

an Gen. Omar N. Bradley, board 
chairman of Bulova Watch Co., has 
been elected chairman of the Eleanor 
toosevelt Institute for Cancer Re- 
search. General Bradley will direct a 
nationwide program to establish can- 
cer research institutes in hospitals 
and medical schools. 

» Leonard Fisch, formerly with 
D’Arlan, has purchased an interest 
in Sam Davis Jewelry Co., New York. 
Together with the present owner, he 
will be an equal partner in the firm. 
=» Gelula Jewelers, 70-year-old store 
at 1532 Atlantic Ave., Atlantic City, 
N. J., is making plans for complete 
renovation of the premises. 

» Elliot’s Jewelers, Paterson, N. J., 
has moved to new, larger quarter at 
Main & Market St., two doors away 
from the former location. 

=» Best Jewelers, Clearfield, Pa., is 
now under the management of John 
Tylwalk, a watchmaker with the firm. 
» Raymond V. Lawrence, JC-K New 
York representative and immediate 
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past president of the Maiden Lane 
Outing Club, was recently presented 
with a leather attache case, as a 
token of members’ appreciation for 
his service to the club. Presentation 
was by 1959 president Albert Altes- 
man at the club’s 37th annual meet- 
ing. 

2 Hepp’s Jewelers, Troy, N. Y., has 
opened a new store at 317 River St. 
The move almost doubles the space 
that was available at the firm’s prior 
location. Store will occupy first floor 
of the building; two upper floors will 
be used for storage. 

» Hy M. Abelson, president of Abel- 
son’s, Inc., was honored June 9 at a 
jewelry industry dinner on behalf of 
the Joint Defense Appeal of the 
American Jewish Committee and the 
Anti-Defamation League of B’nai 
B’rith. 

» Leonard’s Jewelry has opened a 
new store at the Gateway shopping 
center, Edwardsville, Pa. Jack H. 
Berman will manage the new store, 
and Leonard’s in Wilkes-Barre will 
continue to operate as usual. 

a Clifford W. Hare has been elected 
president of Bailey, Banks & Biddle 
Co., Philadelphia. 
Joseph E. Fulcoly was 
chairman of the executive committee. 
Other elected officers of the firm are 
W. Atlee Burpee, Jr., chairman of 
the board of directors; 
Clarke, treasurer; and 
Dill, Jr., secretary. 


Former president | 
named | 


Albert M. | 
Leonard C. | 


» Reed’s Jewelers’ has opened a new | 
store at the Mil-Pine Plaza, Niagara | 
Fells, N. Y. This is the third Reed’s | 
store in the Niagara Falls area. It | 
will be managed by Leonard Cassert. | 


=» Furhman’s Inc. has opened a new | 


jewelry store at 52 State St., Albany, 
N. Y. 

e Albert Borgzinner & Co., New 
York, was selected by the White 
House staff to make and furnish the 
jewelry box that contained President 
Eisenhower’s personal wedding gift 
to Princess Margaret of Britain. The 
firm also made the boxes for gifts 
that the president presented to three 
heads of state during his pre- and 
post-summit tour of Europe. 

» Gruen Watch Co. is moving its 
factory and administrative offices to 
a new location at 20 W. 47th St., New 
York. This almost doubles the firm’s 
present work area. A sales office will 
still be maintained at the old 630 
Fifth Ave. address. 

a George Herzig and Irving Levi, of 
H & S Originals, were honored May 
25 at the United Jewish Appeal din- 
ner-dance held at the Waldorf-As- 
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toria, New York. 

a» Eton Jewelry Mfg. Corp., former- 
ly at 56 W. 45th St., New York, has 
moved to new and larger quarters at 
125 W. 44th St. 

mn Oneida Silversmiths’ “Niagara 
Club,” composed of silversmiths who 
moved with the company from Ni- 
agara Falls to Sherill, N. Y., in 1913, 
recently held an anniversary cele- 
bration. Nineteen members attended. 
» Naughter Jewelers, Albany, N. Y., 
recently undertook an interior mod- 


| ernization project. 
|m Joseph A. Farber, Camp Hill, Pa., 
_has been named manager of the new 
| Morris Jewelry store in Camp Hill 
| shopping center. He has been with the 
| firm for 15 years. 


» The William Schoppy jewelry 


NEW 


» President and Mrs. Richard Shreve 


| of Shreve, Crump, & Low in Boston, 
| have returned from a visit to Colo- 
| rado Springs. 
|Shreve attended a conclave of the 
| Retail Jewelers Research Group. 

|m Freedman Silver Plate Co. of New 


While there, Mr. 


York City has been purchased by 
Gorham Silver Co. of Providence, R. I. 
2» Some 500 women guests each re- 
ceived a Hamilton sports watch at the 
recent annual dinner of the Diamond 
Peacock Club in Boston. 

» Members of the Boston Jewelers 
Club enjoyed an all-day outing and 
golf tournament at the Common- 
wealth Country Club in Newton, 
program also included 


mn Paul Amoroso & Associates Inc., 


| situated for more than a decade at 
| 101 Tremont St., Boston, has moved 
| te “suburbia.” As of July 1, the firm’s 
| new address is 11 Dane Rd., Lexing- 
' ton, Mass., near Routes 2 and 128. 
| The move was necessitated by the con- 
tinued expanded operations 
firm, according to Paul Amoroso. 

_m Donald Thomas, silver buyer for 


of the 


Shreve, Crump & Low, Boston, and a 
new staff member of the firm of Roy 
Goodnow, recently toured Manchester 


| Silver Co. in Providence. 
'= James Lewis, proprietor of Towne 
_and Country Jewelry in Burlington, 


Mass., is 1960-1961 president-elect of 


_the Burlington Rotary Club. Lewis is 
| active in civic activities. 

_m Murray Lourie of Murray Jewel- 
_ ers, Quincy, Mass., was low net at the 
| Jewelers Golf Tournament held at 
| Franklin Park, Boston golf course. 
's Albert H. Enoch, considered the 
_ dean of New Britain, Conn., jewelers, 
_has retired from business after 51 
| years. 
came to New Britain in 1909, in 1911 


A native of Russia, Enoch 


store, formerly located at 1440 At- 
lantic Ave., Atlantic City, N. J., has 
moved to larger quarters at 1706 At- 
lantic Ave. 

» Tishman & Lipp, New York, has 
acquired an interest in Corletto Inc. 
of Milan, Italy, manufacturer of 18K 
gold jewelry. 

a» Jules Schumacher has joined Capri 
Jewelry as representative in the met- 
ropolitan New York area. 

=» Golden Shield Corp. has finalized 
plans for a program of expansion in 
the Puerto Rican market. The firm 
will set up an office and warehouse in 
San Juan. 


# Charles Wigman, manufacturer of 
gold antique reproduction jewelry in 
Philadelphia, has moved his opera- 
tions to 740 “Sansom St. 


ENGLAND 


established his own store on Main 
St. In 1936 he moved to his present 
location in the Railroad Arcade. 

» Mirro Aluminum Co. has appointed 
Gift and Art Associates of Milford, 
N. H., as sales representative for the 
firm’s Mirro Medallion giftware line. 
Territory of Gift and Art Associates 
includes Maine, Vermont, New Hamp- 
shire, Rhode Island, Connecticut and 
Massachusetts. 

» Anderson’s Jewelers of Lexington 
and Wellesley, Mass., has opened a 
new store, at 529 Main St., Winches- 
ter, Mass. Albert Waddinton will 
manage the new store. Firm was 
founded 13 years ago by John W. 
Anderson; his sons Robert W. and 
Richard QO. are managers of the 
Wellesley and Lexington stores re- 
spectively. 

»s The Crown of the Andes, one of 
the world’s great art treasures, was 
on display in May at Savitt Jewelers 
in New Haven, Conn. Crown was 
carved from a 100-pound block of 
gold, is encrusted with 453 genuine 
emeralds. It was made in 1590 by 
grateful Colombians who had been 
spared in an epidemic in South 
America, as a gesture to the Blessed 
Mother. 

sm Dee’s Jewelers of Boston has 
opened a branch store at 169 Union 
St., Providence, R. I. Yale Forman 
is manager of the new branch. 

» John I. Kiczer, owner of Reliable 
Jewelers in Milford, Mass., has 
opened a new store at 186 Church 
St., Whitinsville, Mass. 

s Anson, Inc., Providence jewelry 
manufacturer, is sponsoring a series 
of seven 15-minute radio broadcasts 
dealing with juvenile delinquency ir 
Rhode Island. Broadcasts, done by 
Anson as a public service, are made 
by Providence radio station WEAN. 
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» Roy Groom & Sons, formerly at 518 
Harrison St., Flint, Mich., has moved 
to new quarters in the Atwood Build- 
ing, 440 S. Saginaw St. Store has 
1500 square feet of space on the main 
floor. 

» Haertl’s Jewelry Store, 119 W. Wis- 
consin Ave., Neenah, Wis., has been 
purchased by Harmon McCarthy, pro- 
prietor of McCarthy’s Jewelry Store, 
113 W. Wisconsin Ave. The two busi- 
nesses will be combined into one opera- 
tion. 

s Willens Jewelers has opened a new 
store at Walnut and Macomb, Mount 
Clemens, Mich. The site was formerly 
occupied by Connolly’s. Henry Glube 
has been named manager of the new 
store, the position he held at Con- 
nolly’s. This is the third Willens store 
in the Detroit area. 

e On June 12, a memorial to Dave 
Wexler, late vice-president of the 
Jewelers Association of Greater Chi- 
cago, was dedicated at Westlawn 
Cemetery. 

« Dowell Jewelry Store, Burlington, 
Iowa, has been bought by Mel Burrel, 
former repair-department head at 
Evan’s Jewelry. The firm name will 
be Mel’s Jewelry. 

s Irwin A. Fosse, treasurer of Son & 
Prins Co., Chicago diamond importer, 
left June 17 on a buying trip to Tel- 
Aviv, Amsterdam and Antwerp. After 
completing the trip, he will be joined 
in Europe by his wife, and the couple 
will spend a vacation there. 

» Charles E. Staley, longtime jeweler 
in Zanesville, Ohio, has purchased the 
Best Jewelers shopping center store. 
The new firm will be known as Robec 
Credit Jewelers. 

s E. Price Mayo, Battle Creek, Mich., 
recently marked his 65th anniversary 
as a jeweler. Mayo, who has owned a 
series of stores himself, is employed 
by John K. Godfrey Co., 18% W. 
Michigan Ave. 

» Burton Selik has been oppointed 
sales manager of Meyer Jewelry Co., 
Detroit. Selwyn Edell, diamond con- 
sultant at the firm, has been named a 
diamontologist by the Diamond Coun- 
cil of America. 

» Roy Chiles, Indianapolis, has been 
appointed to the Indiana Watch Re- 
pair Board by Gov. Harold W. Hand- 
ley. He succeeds Curtis Haskins, also 
of Indianapolis. 

=» McGee Jewelers, Bedford, Ind., has 
moved to the east side of the town 
square. 

s Sturhahn Jewelers of 800 State St., 
Quincy, Ill., has completed an exten- 
sive remodeling and redecorating pro- 
gram. 

» Helzberg’s Diamond Shops has 
opened a new store in the Eastgate 
shopping center, Wichita, Kan. This 
is the 14th store in the Helzberg chain. 
The firm is expecting to move its 
Topeka store to a building that will 
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be erected on the former site of the 
Topeka State Bank at the northwest 
corner of Eighth and Kansas. The 
president of the firm, Barnett C. Helz- 
berg, has recently been appointed to 
the Kansas Banking Board by Gov. 
George Docking. 

» Terus Jewelers, Gary, Ind., has been 
sold to Hy Weiss and Joseph Cooper, 
who will operate the business under 
the name of New Terus Jewelers. 
Store is located at 614 Broadway. 
Former owner George Terus will op- 
erate a new business, Terus Enter- 
prises, at 7656 Juniper St., Gary. 

s Zale Jewelry Co., which recently 
purchased Pedigo Jewelers of Indian- 
apolis, has announced that Kenneth 
Pedigo will continue to manage the 
store. 

a Arthur C. Adams of Adams Jewelry, 
Lansing, Mich., has been elected presi- 
dent of the Englewood Commercial 
club. 

a Morey’s Jewelers, 419 N. Broadway, 
Pittsburg, Kan., recently held a grand 
opening ceremony. Store was formerly 
known as Banta’s Jewelry. 

» Joe Bellinghausen has been named 
manager of the Zale Jewelry Co. store 
in Benton Harbor, Mich. He is former 
manager of Zale’s Tulsa store. 

s Shifrin Jewelry Co. has opened a 
store in the New Taylor Town Shop- 
ping center, Taylor, Mich. This is the 
fourth store in the Shifrin chain. Jack 
Vargo, formerly with the firm’s Wayne 
store, has been named to manage the 
new outlet. 

» Mrs. Ann Sabo has been named 
manager of Rogers Jewelers’ Great 
Southern store, Columbus, Ohio. She 
is former credit manager at the store. 
Harry Shapiro has been appointed 
manager of the Rogers store in Grace- 
land shopping center. He has been on 
the Rogers sales staff for 15 years. 

2 Elmer J. Rovang, who operated 
Rovang’s Jewelry at Fergus Falls, 
Minn., from 1907, retired from busi- 
ness in June. 

» The following directors have been 
elected to the Chicago Jewelers Asso- 
ciation for 1960-1961: Robert Schef- 
fres, Speidel, Inc.; A. Colville Wilson, 
Handy & Harman; Fred J. Hertel, 
Elgin National Watch Co.; Peter J. 
Sanderson, Oneida, Ltd.; and Marshall 
Spies, Spies Bros., Inc. All were in- 
stalled on May 19 at the Palmer 
House. 

» The Golden Roosters have initiated 
these new members: Leslie Drucker 
of Tishman & Lipp, Inc., Vincent 
Innocente of Berco Watch & Jewel- 
ers’ Supply, James L. Latta, Jr., of 
JEWELERS’ CIRCULAR-KEYSTONE, Don- 
ald J. Mick of Gemex Corporation, 
William Neuhardt of Oneida, Ltd., 
Chris Russo of Imperial Pearl Syn- 
dicate, Peter J. Sanderson of Oneida, 
Ltd., and James Wilson of C. & C. 
Marshall Co. 
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» Marks Brothers Jewelers’, Inc., is 
moving from 209 S. State St., Chicago, 
to 29 E. Madison St. The company now 
has nine stores—five in Chicago, two 
in Peoria, Ill., and one in Oklahoma 
City, Okla., one in Decatur, III. 

» The annual Chicago Jewelers Asso- 
ciation golf outing will be held on 
July 7 at the Elmhurst Country Club, 
Elmhurst, Ill. Over 250 are expected 
for golf, lunch and dinner. 

» Don Blank, Hamilton Watch Co.’s 
Midwest sales manager, located in 
Chicago, has been transferred to the 
home office at Lancaster, Pa., where 
he becomes director of sales for 


THE 4 


» Friedman’s Jewelers is building a 
$100,000 store at N. Main and E. 
North Sts. in Greenville, S. C. Fried- 
man’s will occupy the major portion 
of the building, will lease some space 
to a ladies’ shop. Building will have 
a ceramic tile and plate glass front. 

» Ross Jewelers, Inc., in Mobile, Ala., 
moved in mid-June from 251 Dauphin 
St. to temporary quarters at 12 N. 
Joachim St., until a new Dauphin St. 
store is built. President is Myron R. 
Rubey. 

» Berryhill Jewelry opened in late 
May in Lakeland, Fla., in the new 
Berryhill building. Owner is Mrs. M. 
H. Berryhill. 

» Pope Jewelers at 717 23rd Ave. in 
Meridian, Miss., is celebrating its 91st 
anniversary this year. The store, re- 
putedly oldest in the state, will have 
a name change: when Owner H. A. 
Pope’s son graduates from college 
soon, the store will become Pope & Son. 
» E. C. Polk Jewelry will move in 
early fall from its present N. Spalding 
Ave. address to a new building under 
construction on Main St., Lebanon, 
Ky. Owner is Mrs. Elizabeth C. Polk. 
=» Mr. and Mrs. Horace Stowe are new 
owners of Bama Jewelers at 393 Fair- 
hope Ave., Fairhope, Ala. The Stowes 
were associated with Cooke’s Jewelers 
in Tuscaloosa. 

=» Bowen Jewelry Co. in Lynchburg, 
Va., will open a branch store in the 
Pittman Plaza shopping center, now 
under construction. 

» Saunders & Sons Jewelers in Alex- 
andria, Va., is celebrating its 54th an- 
niversary in business. Arthur R. 
Kirby is owner. 

» Kronfield Jewelry 
moved to 109 E. Kings 
Shreveport, La. 

» Mel Fiedelman is new manager of 
the branch store of Gordon’s Jewelers 
at 110 S. Main St., Memphis, Tenn. 
He comes from Denver, Colo., where 
he managed a jewelry store for 11 
years. 

s LeRoy’s Jewelry & Gifts of Charles- 
ton, S. C., has opened its fourth store, 
in the Palmetto shopping center in 
North Charleston. Manager is Dennis 


& Gifts has 
Highway, 


watches. His successor in Chicago is 
John H. Hoober, who has been with 
Hamilton for 11 years. 

» J. F. Bard Co., Inc., wholesaler of 
gift items, has moved from 220 W. 
Locust St., Chicago, to a new location 
at 307 W. Monroe St. 

» Norman J. Gordon, president of 
Millard-Norman Co., Cincinnati im- 
porter, left May 11 for Europe to 
plan new merchandise lines in the 
china, glass and silverware fields. 

» Ralph L. Griffith, Jr., is now repre- 
senting Rhythm Jewelry Co. in the 
Midwest. Rhythm makes a _ hand- 
crafted jewelry line. 


SOUTH 


Grady. 

» Charles Cheek, owner of a jewelry 
store in Jonesville, N. C., has been 
elected to a second term as mayor. 

» The fifth New Orleans store of Gor- 
don’s Jewelers was opened May 26 in 
the new Lakeside shopping center. 
Joseph Smolensky is manager. 

» The 15 guilds of the Florida State 
Watchmakers Association are conduct- 
ing a membership drive, with a goal 
of 1000 members. Membership chair- 
man is William E. Bricker of Bartow. 
President of the association is David 
H. Carter, Jr., of Daytona Beach. 

» Joe R. Gluck, wholesale jeweler in 
Cumberland, Ky., was given a commis- 
sion as a Kentucky Colonel in recog- 
nition for military service during 
World War II, when he held a special! 
assignment at the time of the atomic 
blasts on Japan. 


Tar Heel watchmen 


re-elect M. C. Lunsford 


North Carolina Watchmakers 
Association re-elected Marvin C. 
Lunsford of Winston-Salem to its 
presidency at the group’s annual 
session in Durham May 23. 

Benjamin F. Woolard of Jack- 
sonville was choosen vice-president 
and L. Paul Mathis of Boonville 
was re-elected secretary. 


Arkansas Retail Jewelers 
elect Stinson president 


John Stinson of Camden was 
elected president of the Arkansas 
Retail Jewelers Association at the 
group’s annual convention in Little 
Rock April 23-24. 


Henry Rainwater of Walnut 
Ridge was chosen vice-president 
and Mrs. Charles Sheppard, Jr., of 
Russellville, executive secretary. 
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» Leon Cizon, former executive of 
Zale Jewelry Co. and presently owner 
of Cizon’s Jewelry in Amarillo, Tex., 
has purchased Roberts Jewelry in 
Pampa, Tex., and Alexander Jewelry 
in Big Spring, Tex. Charles Roberts 
will continue at the Roberts store as 
manager; Tony Vess will manage the 
Big Spring store. 

» Hugh’s Jewelry in Cushing, Okla., 
has been sold by Hugh MeNutt to 
Henry L. Earl of Oklahoma City. 

» Jack Hirsch is new manager of Zale 
Jewelry Co’s. store at 500 N. Chapar- 
ral, Corpus Christi, Tex. He succeeds 
Sid Berns. 

s Arrington Jewelry has opened in 
Anadarko, Tex. Owners are Mr. and 
Mrs. Talmar Arrington. 

» McCarty’s Jewelry has moved to 
5011 E. Second St., from 5202, in 
Boulder City, Nev. Owners are Mr. 
and Mrs. Vic McCarty. 

» Goodno’s Jewelry has moved to 205 
E. Main St., from 201, in Norman, 
Okla. 

s John Higginbotham has purchased 
Gaylor Jewelers in Carthage, Mo. 

a Center’s Jewelry Shop has opened 
in Sedona, Ariz. 

s Al Prevda has joined Levit’s Jewel- 
ers at 1026 Main St., Houston, Tex. 
He was formerly with Gordon’s Jewel- 
ers. 

s Lechenger’s Fine Jewelry Co. re- 
cently opened its fourth unit in Hous- 
ton, Tex., at 2327 S. Post Oak in the 
new Post Oak shopping center. Lech- 
enger’s recently affiliated with the 
Fine Jewelers Guild, division of Zale 
Jewelry Co. Owner Lewis Lechenger 
will remain as a consultant. 

» Jerome Klein, for the past year 
assistant manager of Hartwell’s Jew- 
elers’ downtown store in Oklahoma 
City, Okla., recently became manager 
of Hartwell’s first suburban branch, 
at 1960 Penn Square shopping center. 
» Five students in the school of 
watchmaking at Southwestern State 
College, Weatherford, Okla., recently 
completed UHAA proficiency tests: 
Orval Mackey of Cleveland, Okla.; 
Oran McManus of Camargo, Okla.; 
Warren Seth of Pratt, Kan.; Joe Cor- 
dray of Tulsa, Okla.; James Tanner 
of Weatherford. 

» The Gould Co., a watchmaker and 
jeweler supply house in Dallas, Tex., 
is observing its 25th anniversary. Jack 
Gould founded the company in 1935. 
»s Jones Jewelry in Weatherford, 
Okla., recently moved to 103 W. Main 
St. Owners are Mr. and Mrs. G. E. 
Jones, Jr. 

se Sam Clements, watchmaker in Okla- 
homa City, Okla., has moved his watch 
and clock repair shop to 2622 Classen 
Boulevard, from 816 N.W. 23rd St. 

«e A remodeling plan recently com- 
pleted at Zale Jewelry’s store at 319 
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“DPD” Ave. in Lawton, Okla., has given 
the store additional floor space, a new 


lighting system, and a new acoustical | 


ceiling. Art Weinstein is manager. 

»s Dwight Anderson, owner-manager 
of Anderson’s Jewelry at 9 N. Central 
in Idabel, Okla., is celebrating his 25th 
year in business. 

=» Charles Christian, formerly of 
Freeport, Tex., is new watchmaker 
with Lanz Jewelry in Port Arthur. 
Christian replaces John Kocurek, who 
has joined Simmons Jewelry in Beau- 
mont. 

=» Edwin Nelson of Diboll, Tex., has 
been elected regional governor of the 
East Texas Region of the Texas 
Watchmakers Association. He _ suc- 
ceeds Pat Williams of Lufkin. 

=» Haltom’s Jewelers of Ft. Worth, 
Tex., recently purchased Harold’s Jew- 
elers from Harold Millican. It will be 
operated by Haltom’s as a suburban 
store. 

» Tom J. McGrath is new manager of 
Weber’s Jewelers, 142 W. Main, Okla- 
homa City, Okla. He succeeds Jerome 
Michaelson, who recently went into 
business for himself. 

» The lease of Regent’s, Inc., at 612 
Polk St., Amarillo, Tex., has been pur- 
chased by Marks Bros. Jewelers of 
Chicago. Marks has five stores in Chi- 
cago, two in Peoria, IIll., and one in 
Oklahoma City, Okla. It plans expan- 
sion into Oklahoma, 
Arizona and Texas. 


» Alan Maurmann, Jewelry, has open- | 


ed at 3100 E. Thomas Road, Phoenix, 


Ariz., in the Totem Department Store. | 


» A new jewelry store, Farr Jewelry 
Co., has opened at 369 Shoup Ave., 
Idaho Falls, Idaho. Owner is Vern 


Farr of Ogden, Utah, who operates a | 
jewelry store in the Utah center there. | 
» A profit-sharing plan for employees | 


of Helzberg’s Diamond Shops, Inc., 


Kansas City-based chain, has been | 


established by President Barnett Helz- 
berg. Helzberg’s recently opened its 


14th store, at the Eastgate shopping | 


center in Wichita, Kan. 


» Leon Davis, for 15 years general | 
manager of Corrigan’s, Inc., 923 Main | 
St., Houston, Tex., has been named | 
president of the firm. Corrigan’s also | 


revealed plans to open its first subur- 


ban store, in the new Post Oak shop- | 


ping center near Dallas, at the lease 
site previously assigned to L. Lech- 
enger Jewelers. Designer of the new 
store, which is located at 2327 S. Post 
Oak Drive, is Arnold Hendler & Asso- 
ciates of Houston. 


a The largest single shipment of jade | 
ever to come through the Customs | 


Office on the West Coast was im- 
ported from the Far East recently 
by Daniel Bennett, of Daniel Bennett 
Co., 315 W. Fifth St., Los Angeles. 








Get The MOST 
Out of Your Sales 


lf you want to run a cash-raising 
sale—or sell out your store for any 
reason—let us advise you without ob- 
ligation! The RIGHT decision may 
mean thousands of extra dollars to you. 


We will not accept your sale unless 
we ore certain that it will be most suc- 
cessful. Our 35 years of experience and 
reputation is our guarantee. 


Write ° Wire * Phone Collect 
No Obligation © In Strictest Confidence 


BRILL & COLMES 


and Associates, Inc. 
Auctioneers and Sales Specialists 


45 West 45th St., N. Y. 36, JU 6-2334 
Members Jewelers Board of Trade 














New Mexico, | 





MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware BELLEEK China 
MASON’S lrenstene Ware 


129 Fifth Avenue, New York 3, N. Y. 

















3 importers of 
ENGLISH CHINA 
and 
EARTHENWARE 
Steck and Impert 
FONDEVILLE & CO., INC. 


149 Sth Ave., New York (6, N.Y 
AL. 4-104 























|PERMA-FLASH| 


is the name of the finish on 
newly designed Certified 
+ Wedding Rings in 14K gold. 
They remain ‘‘Honeymoon 
‘Bright’’ for life . . . and sell 
. on sight. 


CERTIFIED METALS CO. 
119 Edison Pl., Newark 2, N.J. 








See classified 
ads on page 
129 of this 


issue 








Extra big 

volume... 

extra high 
profit! 
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' ad on page 15 














WHAT DO 
YOU WANT? 


® A Sterling Silver Ruler? 
® Karat Gold Garters? 


® Glass for Sterling Hand 
Mirror? 


® Watch-repair Service? 


Sources for these and thou- 
sands of other items and 
services are listed in the 
three big sections of the 
Jewelers’ Directory Issue. 

















EMERALDS 


Loose or mounted. Memo selections to rated 
jewelers. Write 


I. WIDESS & SONS 
220 W. Sth Street, Los Angeles 13, Calif. 


MAdison 6-147] 
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=» Richard A. Marell has been named 
president of Marell’s Jewelers, West 
Coast jewelry chain with stores in 
Salinas, San Luis Obispo and Santa 
Maria. His mother continues to serve 
as vice-president. 

» Paul de Vries-Louis & Co. in San 
Francisco has changed its name to 
Paul de Vries et Cie. Paul de Vries 
had acquired the Louis & Co. store 
five years ago. 

=» Sidney Kleinberg is new owner of 
the jewelry store in Lincoln, Cal., 
formerly owned by the late Raymond 
F. Goodenough. Kleinberg is from 
New York. 

» Phil Caris has been named man- 
ager of the Zale Jewelry Co. store in 
Renton, Wash. Caris is a former 
assistant manager of Zale’s Seattle 
store. 

s Spencer’s Jewelry in Santa Maria, 
Cal., has enlarged its quarters, and 
has remodeled extensively. 

=m LeRoy’s Jewelers, California 
jewelry chain, recently purchased 
Shaw’s Jewelers at 1421 Third St., 
Santa Monica, Cal. Lou Scott is 
manager of the store, which is the 
seventh in the LeRoy’s chain. 

s New officers of the Jewelers 24 
Karat Club of Southern California 
were installed at a dinner meeting 
May 17. Sam Warshaw of Sherry’s 
Jewelers in Pomona succeeded Robert 
Mendelson as_ president. Raleigh 
West of Allison-Kaufman Co., Los 
Angeles, was installed as first vice- 
president; Malcolm Tipp of Dave 
Tipp, Inc., Los Angeles, second vice- 
president; Edward L. Endman of 
Pacific Jewelers Supply Co., Los An- 
geles, treasurer; Herman Siegel of 
Robbins Jewelers, Los Angeles, sec- 
retary. 

«» Members of the Santa Barbara 
Guild, Watchmakers and Jewelers, 
met May 25. Frank Smith discussed 
various types of group medical plans. 
=» Members and guests of the Nor- 
thern California Guild, American 
Gem Society, met at the Bellevue 
Hotel in San Francisco Apr. 20. Lee 
Sparrow, head of L. Sparrow & Co., 
importer of cultured pearls, was 
guest speaker. 

=» Members and guests of the South- 
west Washington Jewelers Associa- 
tion held a dinner meeting at the new 
Elks Club building in Olympia, 
Wash., May 17. Two films from the 
Watchmakers of Switzerland—“An- 
swers that Sell,” and “Repairs for 
Profit,” were shown. 

=» Members of Registered California, 
Inc., held a dinner meeting Apr. 26, 
at which new officers and board mem- 
bers were elected, as follows: presi- 
dent, Leland McKenzie of Florence 
Ceramics; vice-president, Robert 
Snoddy of Robert Snoddy Co.; secre- 
tary-treasurer, 


Max Schonfeld of 


WEST COAST 


Max Schonfeld Co. Board members, 
elected for three-year terms: Al Auer, 
Braden Finch, Al Levin, Sylvia Hood, 
Leland McKenzie. 

» The Central Coast Watchmakers 
& Jewelers Guild held its annual 
meeting and election Apr. 27. Donald 
C. Melby was re-elected president; 
Jack Sorri, vice-president; Jack 
Spencer, secretary; Ted _ Siebert, 
treasurer. New board members: 
Glenn Lewis, William Vaughn, and 
Maurice Reed. 

=» Disneyland Jewelry, operated by 
Dwight Long and Hassie Wright on 
Main St., Disneyland, has remodeled. 
» Campbell Brothers, Room _ 504, 
Jewelers Building, San Francisco, 
Cal., has moved to new and larger 
quarters on the lobby floor of the 
same building. 

s Irving Solomon, who was. with 
Standard Unbreakable Watch Crys- 
tals, Inc, in New York for 16 years, 
has opened an office as manufac- 
turers’ representative in Room 502 
Jewelers Building, 657 Mission St., 
San Francisco. 

» Lucien Cerf of Santa Clara, Cal., 
who joined the Gensler-Lee firm 
earlier this year, has been named 
manager of the firm’s Palo Alto 
store, 382 University Ave. 

» Don B. Sinclair, certified watch- 
maker in Spokane, Wash., has opened 
a watch repair shop in the Town & 
Country Village, Palo Alto, Cal. 

» Mr. and Mrs. R. J. Van Drimlen, 
Jr., recently opened a watch repair 
and jewelry store at 127 N. Garfield 
Ave., Monterey Park, Cal. They pre- 
viously had operated stores in Whit- 
tier and El Monte, Cal. 

s Vaughn Malone, formerly of 
Modesto, Cal., recently was named 
manager for Crescent Jewelers in 
Visalia, Cal. 

=» Picketts Credit Jewelers in Pa- 
coima, Cal., was purchased recently 
by Oscar H. Starkey, Jr., and William 
O. Held. 

e Leland S. Myers, who with Gilbert 
West represents American Time 
Products in northern California, 
moved recently from 657 Mission St., 
to 115 New Montgomery St., San 
Francisco. 

e Bill Stewart has opened a watch 
repair shop at 30857 Pacific High- 
way South, Federal Way, Wash. 

s F. Wetzel, jeweler of 314 Eighth 
St., Hoquiam, Wash., has retired 
after 40 years in business. 

e Irving Gelb, wholesale jeweler, 
moved recently from the fourth floor, 
Mohawk Bldg., Spokane, Wash., to 
new and larger quarters on the 
seventh floor. 

» Russell C. Bacon, jeweler, formerly 
of Nampa, Idaho, recently purchased 
the Hartman Brothers Jewelry in 
Salem, Ore. 
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Executive Appointments 





F. Remington Ballou 


F. Remington Ballou has been 
elected executive vice - president 
of B. A. Ballou & Co., Inc., Provi- 
dence, R. I., maker of jewelry. Bal- 
lou joined the firm in 1950, has 
been serving as as assistant to 
the president since 1956. A grad- 
uate of Yale University and Har- 
vard Business School, he is a di- 
rector of the Jewelry Industry 
Council. 


Frank W. Ashenden 


Frank W. Ashenden has been 
named vice-president and a direc- 
tor of American Lipp Corp., New 
York distribution firm for Lipp’s 
French watches. Ashenden will 
head up the Lipp operation in the 
U. S. He recently completed a 
special training course at the Lipp 
factories in Besancon, France. 
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William H. Wagenknecht has been 
named treasurer of B. A. Ballou 
& Co. in Providence. A Brown 
graduate, he joined the firm in 
1936 as controller, was elected a 
director that year. 


Robert Zundel is new secretary of 
B. A. Ballou & Co. He joined the 
firm as purchasing agent in 1944, 
became a director in 1945, was 
made factory superintendent in 
1953; he continues in this latter 
capacity. He is a Princeton grad- 
uate. 


George F. Steutel 


George F. Steutel has been ap- 
pointed general manager of the 
Tiffany & Co. factory in Forest 
Hill, N. J. Steutel, with Tiffany 
for 35 years, succeeds James B. 
Dickey, who retired May l. 


Larue G. Morris and Walter J. 
Robbie have been named vice- 
presidents of Eaton Paper Corp., 
wholly-owned subsidiary of Gor- 
ham Manufacturing Co. Morris 
has been sales manager of Eaton 
since 1938. Robbie has been with 
Gorham for 15 years, last served 
as manufacturing manager of the 
firm’s electronics division. 


Herb Bronska has been elected 
president of Bron Bros., Inc., 
maker of Marlana Jewelry in Cin- 
cinnati—not in Chicago as re- 
ported here last month. 


TRANSISTOR 
ELECTRONIC CLOCKS 


SCHATZ FAMOUS ELECTRONIC CLOCKS 


A SENSATIONAL TECHNICAL DEVELOP- 
MENT ANY 1t!/, VOLT FLASH-LIGHT BAT- 
TERY KEEPS CLOCK RUNNING 18 
MONTHS. 


#58402 7x 5"° KEYSTONE $48.00 


HECO DEPENDABLE 
NEW LANTERN ANNIVERSARY CLOCK 


hee ; I: c cs ef 


#1116 «5M x 42 " KEYSTONE $36.00 
LANTERN STYLE GLEAMING BRASS 
WITH BEVELED EDGED AND 
ENGRAVED PLEXIGLASS 


Write for New Catalog and Prices 


SEE US AT THE R.J.A. 
CONVENTION, WALDORF-ASTORIA, 
AUG. 14-18, IN ROOM 3906-908 


HENRY COEHLER CO., INC. 
102 Fifth Ave., New York Ii, N. Y 
Phone OR 5-8067 


Chicago show room #1524 
Merchandise Mart. Phone MI 2-4112 








Obituaries 


Jacob H. Latterner, 82, 











Joseph Gottlieb, who founded 
Standard Watch Co. (now Gibral- 
tar Manufacturing Co.) in Jer- 
sey City, N. J., died recently. He 
was at one time among the larg- 
est importers of watches in the 
U. S., held many patents on clock 
parts, helped invent unbreakable 
watch crystals. 


Bartlett M. McGregor, 79, 
until his retirement three years 
ago of McGregor’s Jewelry in Dal- 
las, Tex., died May 13. 


William Dana McBryar, executive 
of F. B. McKinley Co. in Wash- 
ington, Pa., died recently. 


Mark S. Goldsmith, 65, former 
president of Goldsmith 
Smelting and Refining Co. in Chi- 
cago, died in May. In World War 
Il he served on the platinum and 
lead committee of the War Pro- 
Board. 


Bros. 


duction 


owner 


owner of 
a jewelry store in Syracuse, N. Y. 
for 50 years, died May 22. 


Romi B. Goldmuntz, 78, world di- 
amond trader and honorary presi- 
dent of the Antwerp Diamond 
Syndicate, died in May. Gold- 
muntz, a former president of 
R. & L. Goldmuntz at 630 Fifth 
Ave., New York, was credited with 
having helped in the reestablish- 
ment of the Belgian diamond in- 
dustry after World War II. He 
had served as managing director 
of the Antwerp Diamond Club. 


Ernest L. Kneale, 81, Mt. Carroll, 
Ill... jeweler for more than 60 
vears, died recently. 


Carl O. Orling, 81, native of Swe- 
den who once worked for Tiffany 
& Co. and Cartier, Inc., in New 
York, and who owned his own 
firm in New York for 28 years, 
died in mid-May. 


J. Louis Bennett, 84, a founder of 


jewelry and mail 
Fifth 


Bennett Bros.., 


order distributor at 485 








Promotional 
items 
Available 
On-Guaranteed 
Sale-Basis 





All Phones 
RAndolph 
6-9550 








Planning A A STORE “WIDE SALE? 


lita. a tela ij , 
WE CAN SUPPLY YOU WITH A COMPLETE SALES PROMOTION PACKAGE CONTAINING MATS—ADVERTISING 
COPY—SALE CARDS—BANNERS—PENNANTS—STRING TAGS AND A BOOKLET WITH RADIO CONTINUITY 
AND INSTRUCTIONS HOW TO SUCCESSFULLY RUM YOUR OWN SALE FOR $50.00 


J. BIELER PROMOTIONS ;; wou Af DSTO 2 th 


$50.00 

IS YOUR 
COST—FOR 
OUR “DO-IT 
YOURSELF" 
COMPLETE 
PROMOTION 
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Ave., New York, died May 22. He 
and two brothers founded the 
firm in 1898. 


Max M. Lasker, jeweler since 
1928 in the lobby of the Hotel 
Eau Claire in Eau Claire, Wis., 
died May 7. 


Miles Thomas Hopkins, owner of 
Hopkins Jewelers in Oakland, 
Cal., died recently. 


Wesley S. Shaner, Sr., of Shaner 
& Shaner’s Jewelry in Astoria, 
Ore., died recently. 


Harry M. Shane, 72, founder in 
1909 of a jewelry store in Oak- 
land, Cal., died in late May. 


Walter G. Scheer, 68, owner for 
30 years of Greenleaf & Crosby 
Jewelry Co. in Miami Beach, Fla.., 
died May 4. 


Earl M. Lewy, 55, onetime man- 
ager of Frank’s Jewelers in Cham- 
paign, Ill., died recently. 


E. J. Morris, 59, president of a 
chain of jewelry stores in the 
East, died in late May. 


Nathan Fink, 67, owner and op- 
erator of the seven-store Fink’s 
Jewelers in Virginia, died in mid- 
May. 


Robert P. Castleberry, 47, vice- 
president of Holzman’s Georgia 
Diamond Merchants, died in May. 


Otto Mitchell, 52, owner of the 
namesake firm in Greensville, 
S. C., died in May. 


Henry Weil, vice-president of 
Leonard Krower & Son in New 
Orleans, La., and buyer-manager 
of the firm’s diamond, jewelry and 
watch departments for 35 years, 
died May 12. 


George J. Mellinger, 93, onetime 
owner of J. J. Sweeney Jewelry 
Co. in Houston, Tex., died in May. 


Martha Priscilla Gardner, 40, 
who was once fashion director of 
the Jewelry Industry Council, 
died in Miami last month. She was 
fashion editor of the Miami News. 
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COMING EVENTS 


a. bo 


10-11—-Mississippi RJA annual con- 
= Buena Vista Hotel, Biloxi, 
Miss. 

17-20—Southern Jewelry Travelers 
Association annual convention, Henry 
Grady Hotel, Atlanta, Ga. 

17-21—-Retail Jewelers of America 
midwest convention and trade show, 
Morrison Hotel, Chicago. 

17-22—-New York China and Glass 
Show, New Yorker Hotel. 

17-22—-Los Angeles summer mar- 
ket, Western Merchandise Mart. 

24-27—-Washington Gift Show, Ho- 
tel Willard. 

24-27 — Buyers’ Mardi Gras, New 
Orleans Gift & Jewelry Show, Roose- 
velt Hotel. 

24-27—Carolina Gift and Jewelry 
Mart, Radio Center, Charlotte, N. C. 

24-29—California Gift Show, Bilt- 
more, Ambassador, Merchandise Mart 
and Brack Shops, Los Angeles. 

31-Aug. 2—Pittsburgh Jewelry 
Show, Pittsburgh Hilton Hotel. 

31-August 11—Chicago Gift Show, 
LaSalle Hotel and Palmer House. 


AU GU Ss T 


7-10—Memphis Cotton States Gift, 
Jewelry, China, Glass, Stationery, 
Toys and Housewares Show, Memphis 
Ellis Auditorium. 

7-10—San Francisco China, Glass, 
Gift, Jewelry and Stationery Show, 
Brooks Hall, Sheraton Palace, St. 
Francis and Sir Francis Drake Hotels 
and Western Merchandise Mart. 

14-16—Mid-Continent Jewelry and 
Silverware Show, Muehlebach Hotel, 
Kansas City, Mo. 

14-17—Portland Gift Show, 
Auditorium and Plaza Hotel, 
land, Ore. 

14-18—Retail Jewelers of America, 
Inec., annual convention and trade 
show, Waldorf - Astoria Hotel, New 
York. 

19—Jewelry Industry Tax Commit- 
tee annual meeting, Waldorf-Astoria 
Hotel, New York. 

21-23—Detroit Jewelry Show, Stat- 
ler-Hilton Hotel. 

21-24—-Seattle Gift Show, New Na- 
tional Guard Armory, Olympic and 
New Washington Hotels and Termi- 
nal Sales Building, Seattle, Wash. 

21-26—New York Gift Show, Hotel 
New Yorker and Trade Show Build- 
ing. 

28-30—Retail Jewelers of America 
Pacific Jewelry Show, Biltmore Hotel, 
Los Angeles. 

28-30—Spokane Gift Show, 
port Hotel, Spokane, Wash. 

28-31 — Minneapolis China, Glass, 
Gift, Stationery, Toys and House- 
wares Show, Radisson Hotel. 


Public 
Port- 


Daven- 
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3—Tola Tumbleweeds fall meeting, 
Hotel Adolphus, Dallas, Tex. 

3—Texas Jewelers Assoc'ation an- 
nual convention, Hotel Adolphus, Dal- 
las, Tex. 

4-8—Allied Gift and Jewelry Show, 
Hotel Adolphus, Dallas, Tex. 

4-6—Ohio RJA regiona! convention 
and jewelry show, Netherland-Hilton 
Hotel, Cincinnati. 

4-7 — Miami Chin, Glass. Gift, 
Jewelry, Stationery, Toys and House- 
wares Show, Miami Bayfront Audi- 
torlum. 

9-Oct. 2—Geneva Watch and Jew- 
Rath Museum, Geneva, 
Switzerland. 

11-15 — Boston Gift Show, Hotei 
Statler and First Corps Armory. 

17-18 — Indiana Jewelers Associa- 
tion and Watchmakers Association of 
Indiana joint annual convention and 
jewelry trade show, Severin Hotel, 
Indianapolis. 

17-18 — Horological Association of 


lowa annual convention, Hotel Roose- 
velt. 

18—Tola Tumbleweeds cock- 
tail party, Baker Hotel, Dallas, Tex. 

18-21 — Denver Gift and Jewelry 
Show (fall), Hotel Albany. 

19—Michigan Horological Associa- 
toin annual convention, Pantlind Ho- 
tel, Grand Rapids. 

Michigan Jewelers Associa- 
tion annual convention, Pantlind Ho- 
tel, Grand Rapids. 

25-27 — Phoenix Gift and Jewelry 
Show. Hotel Westward Ho. 
25-28—Philadelphia Gift Show, Ho- 


tel Benjamin Franklin. 


eo ¢ 1: @ 8.8.2 


28-Nov. 4—18th semi-annual United 
Jewelry Show, Sheraton Biltmore Ho- 
tel, Providence, R. I. 





Ultrasonic, Danish firm 
make distribution pact 


Ultrasonic Industries Inc., Al- 
bertson, Long Island. “. Y.. and 
Industrikeme A/S, a leading Dan- 
ish metal finishing equipment man- 
ufacturer, have signed agreements 
for mutual distribution of the 
other’s producis. 

Agreement was a!so made at the 
time for a trade of engineering 
data. 








BIRCH PHONOGRAPHS... 
the line that outsells them all! 


Birch quality... Birch styling... 
Birch features...mean bigger profits for you. 





The SD-654, one of the many new 
phonographs in the Birch line for 1961, is 
a three dimensional sound, hi-fi, stereo, 
4-speed, automatic portable, designed 

for true hi-fi stereo sound reproduction. 
it features CONTACT HINGES, which 
enable stereo sound to emanate from all 
three speakers without separating the 
accessory speakers. They may be 

easily separated when desired with 
furnished extension cord. Has center bass 
speaker and two wing speakers, 
guaranteeing a complete bass frequency 
range, and a precision- built tri-dimensional 
amplifier with three controls. Comes in 

a stunning, sturdily constructed carrying 
case. A great phonograph value! 


Portables, Hi-Fi, Stereo, Radio-phonograph combinations. Write for complete 
new Catalog and low competitive prices. 


BIRCH PHONOGRAPHS 
by Boetsch Bros., New Rochelle, N. Y.—New Rochelle 3-8500 





HOW'S 


YOUR 


WATCH 
REPAIR 
BUSINESS? 


What have you done recently to 
spark watch sales and_ repairs? 
Here’s a cute twist that’s bound to 
please—and bring in extra profits, 
too! It’s a jumbo post card (6” x 
6”) that you can use as a business 
builder. It simply “The 
watch you cherish and depend on 
deserves expert attention. Protect 
your watch investment by letting us 
inspect the movement now. An in- 
spection costs nothing and may save 
you needless expense and _ incon- 
venience in the future. Drop in 
today!” The other side of the card 
is packed with interesting bits and 
pieces of little-known information 
on the operation and mechanics of 
a watch. 

All you need do is address the 
card to past watch repair customers, 
put on a 4¢ stamp, sign your store 
name and address, and mail. It’s 
definitely an appealing little mailer 
available to you at our printing and 
handling cost! 


states, 


USE THE COUPON TO ORDER 


—- SUPPLY NOW. 


of watch repair postal cards: (Check one} 


[] 250 cards ... $ 5.00 
[] 500 cards 
[}] 1000 cards 


Name 
Street 
City 
State 


Send this coupon along with payment to 
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News of Personnel 

















Harry W. Fields has been named 
merchandising and promotion head of 
the loose diamond division of Harry 
Winston, Inc. He is former president 
of Syndicate Diamonds, Inc. 


Harry W. Fields Charles E. Shapiro 


Charles E. Shapiro has been named 
a sales representative for Phil G. 
Ruvelson, Inc., Minneapolis. 


Kingston Watch Co., Inc., an- 
nounces two personnel changes: 

Ralph Lewis has been named vice- 
president and general manager of the 
firm. He is former sales manager. 

Ben Orloff has been appointed di- 
rector of promotional sales. 


Westclox announces three appoint- 
ments in its sales department: 

Brian J. Abdella has been named 
eastern regional sales manager. He 
has been with the firm since June 
1959, and fills the vacancy left by 
retirement of J. V. Slater, with West- 
clox for 48 years. 

Jay H. Finnel, formerly with John- 
son & Johnson, has been appointed 
eastern regional sales supervisor. 

J. Howard Kelley has been named 
special accounts supervisor for the 
eastern region. He is former sales 
manager at the Waterman-Bic Pen 
Corp. 


John Schmied Roy F. Jacobson 


Roy F. Jacobson, Croton Watch Co. 
salesman for 14 years, has retired. 
John Schmied has been assigned to 
cover Mr. Jacobson’s territory, which 
includes Minnesota, northern Iowa 
and the Dakotas. 


Murray H. Bass has been appointed 
sales manager of Frank M. Katz, Inc., 
New York. The firm specializes in ac- 
count opener and traffic building pro- 
motions. 


Hermon Wossermoan Murray H. Bass 

Herman Wasserman, a watchmake! 
by trade, has been appointed a sales 
representative for Golden Shield 
Corp. He will cover Indiana and Ken- 
tucky. 


Franklin Y. Bethel has been ap- 
pointed branch sales manager of the 
Houston. Tex. branch of the Reining- 
ton Rand Electric Shaver division of 
Sperry Rand Corp. 


Robert A. Burger is now represent- 
ing William Lowe, Inc., New York. He 
formerly conducted his own business. 


Sunbeam Corp. has made two man- 
agerial changes in its appliance di- 
vision: 

Chester L. Wilkison has been named 
national sales manager. He has been 
with the firm since 1936. 

Richard D. Maher, former assistant 
sales manager, has moved up to the 
position of sales manager. 


Jerome Peterson, son of Feature 
Ring Co. President Henry Peterson, 
has been named merchandising direc- 
tor of the firm. 


Seth Thomas personnel 
meet for sales talk 


Seth Thomas salesmen and exec- 
utives from all over the country 
met June 9 and 10 to discuss new 
models and fall merchandising 
plans. 

Held at the Westchester Country 
Club, Rye, N. Y., the annual sales 
conference was highlighted by the 
introduction of 10 new models in 
the Seth Thomas line. 


JEWELERS’ CIRCULAR-KEYSTONE, JULY 196¢ 





Manufacturers’ 


Le , oes 





Amity has new billfold display 
designed for jewelry stores 


The new “Mr. Jeweler” billfold as- 
sortment offered by Amity features 
what the firm calls the first perma- 
nent billfold display designed speci- 
fically for jewelry stores. 

For use either on top of the counter 
or under glass, the display unit is 


made of walnut and gold mylar. 

Included in the “Mr. Jeweler” as- 
sortment are nine men’s and three 
ladies’ billfolds, retailing from $3.95 
to $7.95. Unit displays three billfolds 
and has storage space for nine or 
more in reserve compartment. 

Contact Amity Leather Products 
Co., Inc., West Bend, Wis. 


Philips offers new baby ring 
merchandising package display 


Philips Mfg. Co. has developed a 
new package of baby rings in a plas- 
tic and clear lucite box that simulates 
a miniature book. Each package 
shows one dozen rings. There are 
baby signets and birthstone rings 
available in 10K and 14K gold. Baby 
band rings come in assorted finger 
sizes in 10K gold, and can be obtained 
plain or engraved. 

Band ring assortment (BR 32) fits 
age group up to five years, costs 
$18.75 per dozen, Keystone. Signet 
rings (BR 45) for same age group 
are $27 per dozen, Keystone. 

For further information, contact 
Philips Mfg. Co., 31 Debevoise St., 
Brooklyn. 
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Oneida introduces two stainless 
patterns for Community line 


“Driftwood” and “Celebrity” are 
new stainless patterns from Com- 
munity division of Oneida Silver- 
smiths. 

“Driftwood,” says Oneida, is sym- 
bolic of sea and surf; “Celebrity” 
features tiny fleur-de-lis in white 
porcelain inlays. 

Both patterns are available in six- 
piece place settings and in services 
for 4, 6, 8 or 12. 

Packaging includes salem maple 
buffet trays with blue fabric lining. 
Service for eight retails for $59.95; 
services for four, six or eight range 
in price from $24.95 to $49.95. 

Contact Community division, Onei- 
da, Ltd., Oneida, N. Y. 


Dennison has new case design 
to show two wedding rings 


A newly styled plastic case de- 
signed to display two rings has just 
been introduced by Dennison Mfg. Co. 

Cover and base feature a floral de- 
sign. Case is lined with satin, the 
ring pad is velvet. Designated model 


“7050TX,” this case is available in 
white, blue or gray. 

Contact Dennison Mfg. Co., Fram- 
ingham, Mass. 


New Gemex display shows eight 
bands, holds others in reserve 


A combination counter display and 
stock cabinet unit is now being offered 
by Gemex. 

Made of willow wood highlighted 
by gold trim, the display shows eight 


| ee } 


bands on a blue velvet pad. Thirty- 
seven additional bands can be stored 
in plastic trays in back of the unit. 
Display is free with assortment A- 
134, consisting of 45 men’s and ladies’ 
watchbands. 
Contact your wholesaler. 


Star-effect mounting enhances 
smaller stones, I. Roskin says 


Even a two-point 
stone looks large 
and brilliant when 
mounted in the new 
patented “T” top, 
says I. Roskin Co., 
maker of the mount- 
ing. 

The top is available in a wide vari- 
ety of die-struck and inlaid rings, in- 
cluding locked sets. All price ranges 
are covered. 

According to Roskin, the “T” top 
enables jewelers to successfully com- 
bine the faster-selling two-point to 
one-carat diamonds with the popular 
star-effect mounting. 

Contact your wholesaler. 


Timex drive aimed to capture 
summer, back-to-school markets 


On June 13 Timex launched what 
it claims is the first national spot 
television campaign by a U. S. watch 
manufacturer during the summer 
months. 

The campaign, aimed at booming 
summer purchases, features Timex 
waterproof and selfwinding watches. 
John Cameron Swayze, onetime news 
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commentator, narrates the filmed 
commercials. According to Timex, the 
campaign will reach 87 per cent of the 
nation’s television audience. 

A similar campaign, geared to hit 
the back-to-school market, will begin 
Aug. 15. 


Display comes free with orders 
of six dozen Elgin “Kool-Bands” 


Jewelers who order six dozen or 
more Elgin “Kool-Bands” will receive 
a revolving display unit to show a 
wide assortment of sizes and styles. 

Alternating panels of blue and 
tangerine provide subdued back- 
grounds for the colorful plaid, 
striped and plain nylon bands. Let- 
tering on each of the four panels 
identifies the straps as men’s, wo- 
men’s or children’s. 

Display is a foot high and is topped 
by a stationary banner. It is sup- 
ported by a metal stand. 

Contact Elgin National Watch Co. 
Elgin, Ill. 


Iroquois offers incentive plan 
to spark sales of casual china 


Iroquois China Co. has inaugurated 
what it claims is the first sales incen- 
tive plan ever offered by a china man- 
ufacturer direct to retail store per- 
sonnel. 

Called the “Dividend Coupon Plan,” 
the program will pay salespeople a 
premium of 50¢ for each sale of a 16- 
piece starter set. For each 44- or 45- 
piece set Iroquois will pay $1.50. 

The plan applies to the firm’s three 
casual china lines: “Impromptu True 
China,” “Informal True China” and 
“Casual China” by Russell Wright. 
To cash in on the plan, a sales person 
fills out a coupon with his name and 
address, has it countersigned by the 
store owner or buyer, and returns the 
coupon to Iroquois. A check is then 
issued and sent directly to the sales 
person’s home. 
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Miniature gavel-plaques offered 
in black and gold display unit 


Lignum-Vitae Products Corp. is 
now offering a plastic-covered display 
containing three individually boxed 
miniature gavel-plaques. 

The plaques are made of hand-rub- 
bed walnut and have bronze engrav- 


ing plates affixed. According to the 
firm, there are numerous opportuni- 
ties to sell these items to schools, fra- 
ternal groups, clubs and other 
organizations. The black and gold 
display measures 8 in. by 15 in. Price 
for the three-plaque unit is $15 Key- 
stone. 

Contact Lignum-Vitae Products 
Corp., 99K Boyd Ave., Jersey City, 
a we 


Steven Mayer stocks movements 
for hard-to-fit watch cases 


“Pery” 17-jewel Incabloc move- 
ments for odd-size watch cases are 
now available from Steven Mayer, 
Ine. 

Mayer says it can supply replace- 
ment movements for used or obsolete 
watches from its complete line of 
“Pery” movements when exact speci- 
fications are supplied. 

For further information contact 
Steven Mayer, Inc., 580 Fifth Ave., 
New York. 


Flex-Let offers 12 Miraculous 
Medals in ‘fingertip’ tray 


Trays of 12 Miraculous Medals 
from Flex-Let are now being offered 
to jewelers in a series called “Classics 
in Medals.” 

Series (9200) contains St. Chris- 
tophers, Holy Virgins and sther 
medals in “fingertip” trays. They 
are available in multiples of 12 
medals. 


Contact Flex-Let Corp., 580 Fifth 
Ave., New York. 


Nivastar circular gives list of 
springs, assortments available 
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Hammel, Riglander has published 
a new circular containing listings of 
all the sizes in Nivastar mainsprings 
in both regular and special ends, a: 
well as mainsprings with attached 
bridles for automatic watches. 

Also shown are the assortment: 
that are available to the watchmaker. 
The circular is prefaced with informa- 
tion about mainspring oiling. 

Contact your material supply house 
or write to Nivastar, Box 98, Madison 
Square Station, New York. 


Everlast offers new album, 
says invitations are a “must” 


Supplying invitations and announce- 
ments “is a service all quality jewel- 
ers should offer their customers,” 
says Everlast Process Printing Co. To 
help more jewelers render this ser- 
vice, the firm has released a new al- 
bum that shows a comprehensive se- 
lection of regular lettering invitations, 
new “Foto-Script” lettering and cop- 
perplate engraving. Also included are 
sections on engagement and wedding 
announcements, birth announcements, 
monogrammed napkins, matches and 
many other items. 

The album has 66 pages, costs $5. 

Contact Everlast, Dept. J, 27 W. 
24th St., New York. 


Seventeen designs featured in 
“Motion Notion" clock line 


Howard Miller Clock Co. has sup- 
plemented its 1959-60 clock catalogue 
with a four-page brochure on what 
the firm calls the “Motion Notion” in 
clock design. 

The clocks, designed by George 
Nelson, go by such names as 
“Ophelia’s Hair,” “Floating Mine” 
and “Kaleidoscope.” There are 17 
models in all, with a retail price span 
between $25 and $85. 
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All the wall clocks are available 
with either a cord and plug or with 
Howard Miller’s “Chronopak” unit 
which mounts in a standard outlet box 
(the clock is plugged directly into the 
wall unit, eliminating the cord). 

Nelson -designed Howard Miller 
clocks are available through Richards 
Morgenthau, Inc., 225 Fifth Ave., New 
York. 


Sales units for leather straps 
described by Town & Country 


A new catalogue from Town & 
Country Strap Corp. gives detailed 
information on the firm’s latest ‘Visi- 
Control” units. 

*Visi-Control” is a balanced, classi- 
fied leather strap sales unit which 
combines display features with an 
inventory control system for the re- 
tailer. 

In addition to describing these 
various sales units, the catalogue 
illustrates a complete line of watch 
straps, listing each strap’s features 
and price. 

Contact Town & Country Strap 
Corp., 190 E. Sunrise Highway, Free- 
port, N. Y. 


College Seal offers high school 
ring plan to local jewelers 


Putting any local jeweler in the 
high school ring business is the aim 
of College Seal’s new promotion plan. 

In the new program to allow jewel- 
ers to supply high school graduation 
rings, College Seal offers three plans 
which the firm claims will solve any 
problem the jeweler will encounter. 

A four-page brochure gives de- 
tails of the plan and illustrations of 
rings supplied dealers. Contact Col- 
lege Seal & Crest Co., 236A Broad- 
way, Cambridge, Mass. 


Bell & Howell will sponsor two 
public affairs shows in the fall 


A series of 20 John Daly-produced 
public affairs programs and_ the 
“Churchill Memoirs” will be spon- 
sored next fall by Bell & Howell Co. 

The 20 public information pro- 
grams produced by Daly will pre- 
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empt regularly scheduled prime eve- 
ning time entertainment shows. Bell 
& Howell has in the past sponsored 
such public affairs programs as “‘Pop- 
ulation Explosion” and “Who Speaks 
for the South?” 

“Churchill Memoirs” is slated for 
weekly half-hour evening shows. 
Based on the six-volume history of 
World War II, the series is scheduled 
for the 10:30-11 slot on Sunday 
evenings. Bell & Howell will co- 
sponsor the program. 


Seascape is focal point of Mido 
“Ocean Star" watch display 


Mido’s latest window and counter 
display features a full-color photo- 
graph showing a gold “Ocean Star” 
self-winding watch in a moonlit sea- 
scape. 

In the foreground of the display, 
a sloping turquoise blue velvet base 
has elastic loops into which jewelers 
can insert three different models of 
the “Ocean Star.” A small billboard 
i) the rear corner of the display calls 
Mido “The Watch You Never Have 
to Wind.” 

Contact Mido Watch Co. of Amer- 
ica, Inc., 580 Fifth Ave:, New York. 


Ghost-written “Cupid's Corner" 
offered to bridal consultants 

National Bridal Service has an- 
nounced a new merchandising and ad- 
vertising facility for its members. 
The program is a syndicated weekly 
newspaper column known as “Cupid’s 
Corner.” 

Beamed at brides-to-be, the column 
gives special attention to the origins 
of many wedding customs that have 
become a part of our heritage. Also 
stressed is the merchandise and ser- 
vice that is available at the member 
jeweler’s store. 

“Cupid’s Corner” uses a one-column 
format, and can carry the by-line of 
the member store’s bridal consultant. 
Space, including art work head, is 
held to eight inches. 

The part of the column devoted to 
merchandising is handled in a manner 


that enables the member jeweler to 
make ample use of his firm name and 
local situation. 


New display unit from Bulova 
will show six transistor radios 
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Bulova Watch Co. has begun dis- 
tribution of a new counter-top display 
case to all accounts purchasing a min- 
imum number of the firm’s transistor 
radios. 

The case is made of walnut, clear 
plastic and metal, and is topped with 
a three-color’ identification sign. 
Shelves are adjustable to display 
either horizontal or upright model 
radios. Back is hinged for easy access. 


Pearls by Deltah offers cleaner 
for cultured, oriental pearls 


A cleaner for simulated, cultured 
and oriental pearls has been intro- 
duced by Pearls by Deltah, Inc. 

The cleaner, which Deltah says 
will also restore beauty and luster, 
is offered in 6 oz. plastic bottles 
shipped in cartons of 12. 

Contact your Deltah distributor. 


L&R settles on single container 
for its ‘Ellanar’ silver polish 


L&R Manufacturing Co. has dis- 
carded 8, 16 and 32 oz. glass bottles 
for its “Ellanar” silver polish in 
favor of a single container—12 oz. 
plastic bottles. 

Polish has not been changed. 

New container is said to contain 
50 per cent more polish at only 15 
per cent increase in retail price (75¢ 
12-0z bottle vs. old 65¢ 8-oz. bottle). 

L&R further claims the plastic bot- 
tle will reduce shipping charges on 
the 12-item cartons. 

Contact L&R Manufacturing Co., 
577 Elm St., Kearly, N. J. 





THE UNIQUE 
TOURBILLON crue 2.te7tTeaan 


This article concludes a two-part series describ- 
ing Breguet’s amazing invention. It discusses 
some later adaptations of the principle 
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@ Exhibited at the recent World’s Fair in Brussels 
was a tourbillon watch by Vacheron-Constantin 
(Figure 2). This watch won the highest award 
ever accorded a pocket watch. It has a lever es- 
capement mounted on the tourbillon. What seems 
like the balance bridge is really the bridge that 
supports the pivoted tourbillon cage which com- 
pares with “P-E” in Figure 1. The difference is 
that the balance is centered directly in the middle 
of the tourbillon carriage, and the escapement is 
delicately placed slightly to one side, still allow- 
ing the entire unit to be poised. The watch is 
equipped with a Guilliame balance and overcoiled 
steel hairspring. The movement is 50 MM in 
diameter. 

The Observatory at Geneva, detailing the rec- 
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ord of the watch’s performance over a 44-day Figure 3. Position rate of 
this inexpensive tourbillon 
of 50. years ago was Su- 
perior despite crude parts 
and generally poor quality. 
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Figure 5. Two-and-a-half 

minute timing record of 

a cheaply made _ tour- 

Figure 4. Carriage of the billon with uncut bime- 

Mobilis tourbillon has an tallic balance and flat 

uncut, bi-metallic balance steel hairspring. Correc- 

and flat steel hairspring. tive variations on posi- 

Latter is mounted on the tions are shown in the 

Figure 2. Recent tourbillon is this model by fourth pinion whose upper run in which the bal- 

Vacheron-Constantin of Geneva. At the Brussels pivot is supported by the ance assumed every 

World’s Fair in 1958, the watch received highest large cross-bridge as _ in vertical position at least 
award for timing ever given a pocket watch. Figure 3. twice. 
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trial, found it had a primary error of only 0.07 
seconds, a general error of 0.88 seconds, and a 
position error of 0.15 seconds. This test was com- 
pleted in June 1958. 

Like others of its type, this watch is a “hot 
house” model, used and nurtured mainly for ob- 
servatory competition. It is not for sale. 

Figure 3 shows a tourbillon watch made on a 
commercial scale. It is rather cheaply made and 
designed so that its eye-catching tourbillon action 
can be observed through the dial side of the watch. 
Since the balance makes one tour a minute, the 
balance itself serves as a “‘second hand.” Figure 
4 shows the tourbillon carriage. This is mounted 
upon the fourth pinion which extends through a 
wide hole in the pallet fork which acts as the 
banking. The upper pivot of this pinion is sup- 
ported by the large bridge shown in Figure 3. 
3ecause of its quality, this watch could never be 
a precise timekeeper, but a continuous tape record- 
ing of the positional timing variation shows the 
remarkable corrective powers of this type of 
mechanism even in a cheap pocket watch made 
in the first decade of this Century. 

Figure 5 shows a 214-minute run of this watch 
on the timing machine. While the record indicates 
errors inherent in the watch parts themselves, it 
also shows that positional errors right themselves 
to a great degree, considering the quality of the 
watch. A run of 214 minutes was chosen so the 


cycles of the tourbillon carriage and its effect on 
the balance poise error could be shown in repeti- 
tive manifestations. This watch was made by 
Mobilis patented in 1905. It is no longer available. 


American Variations 


A much earlier attempt at mass producing a 
watch that embodied this principle was made by 
an American, Jason R. Hopkins, in 1875. It was 
Hopkins’s idea to make a very cheap watch that 
used fewer parts and kept good time. His patent 
model consisted of a watch movement that re- 
volved within the case. The best models of these 
are known as “Auburndale Rotaries,”’ made in the 
town of that name in Massachusetts. Waterbury 
Watch Co. in the last quarter of the 19th Century 
also made a similar model, with a mainspring that 
was so long and a winding arrangement so de- 
signed that it took a very long time to wind the 
watch. Many owners of these watches wound 
them up by running the crown along the rail of 
a picket fence. This gave rise to vaudeville gag- 
sters referring to Waterbury as the “Town of the 
Eternal Spring.” These watches were not suc- 
cessful, but any such watch by Waterbury and 
Auburndale, using this principle, is considered 
rare and a collector’s item today. 

While the traditional tourbillon carriage re- 
volves once a minute, the American attempts re- 
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Figure 6. Tourbillon by Dent (Packard 
Collection) has perpetual calendar min- 
ute repeater, split second chronograph, 
and adjusts automatically for leap years. 


Figure 7. Tourbillon by Albert Potter, 
a famous American watchmaker who 
settled in Geneva. (Kalish Collection.) 
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volved once in 2!. hours. A sturdier English 
adoption of this principle was invented in 1890 
by B. Bonniksen, an instructor at the British 
Horological Institute. He caused the tourbillon to 
turn but once in 521% minutes. He accomplished 
this by having the carriage mounted on the fourth 
pinion but not fastened to it. The fourth wheel, 
however, was part of the carriage and concentric 
with it. The third wheel turned the fourth pinion, 
but the third pinion turned the fourth wheel. This 
caused the watch to be rather thick, and while it 
found sales with the U. S. Navy, it did not find 
favor with the average wearer even though its 
timekeeping qualities were unsurpassed. Encased 
in karat gold, this watch sold in this country for 
about $150 at the time (1890-1906). Mr. Bonnik- 
sen called his invention the “Karrusel.” It is no 
longer produced. 

Other variations of the tourbillon had the car- 
riages revolve in 33-minute cycles and some in 
five-minute cycles. 

Figure 6 is a photo of an English tourbillon 
made by the famous English company of Dent. 
This watch is part of the Packard Watch Collec- 
tion of the Horological Institute of America. Aside 
from keeping excellent time, it has a perpetual! 
calendar mechanism with automatic indications 
for leap years. It has, in addition, a double split- 
second chronograph mechanism, and will ring 
time to the minute when a release mechanism is 
depressed. 


Au Revoir, Tourbillon 


Today, the tourbillon is not a necessity. When 
accurate time to the degree which the tourbillon 
is capable is required, box chronometers are used. 
These will perform better under varying condi- 
tions, while the delicately made tourbillon requires 
extra careful handling. The purpose of this mech- 
anism is to eliminate the vertical position error. 
Today, not many people use pocket watches; those 
who do don’t expect the super-exact time of the 
super-expensive tourbillon. For scientific use the 
chronometer is used, set in gimbals and nicely 
adjusted to temperature and isochronism. The era 
of the tourbillon is passing, after 175 years of 
development and use. Tourbillons are worn or dis- 
played only by those having a strong pride in the 
workmanship in their possession. 

Visitors to Greenfield Village Museum in Dear- 
born, Mich., who go to the watchmaking shop 
where Henry Ford once worked as a boy, will see 
a foot-high model of a tourbillon watch which 
the late Henry Ford had made at a cost of more 
than $6,000. 

The booklet of the James W. Packard Collection 
of Unusual and Complicated Watches published 
by HIA shows three tourbillons of different 
makers. aeae 
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WORKS H O P 
QUESTIONS 
and ANSWERS 


SLOW CUPID—We have a small 
clock in which the dial is par- 
tially cut away to show Cupid 
forging an arrow on an anvil. 
The arm of the cupid is mounted 
on an extension of the pallet 
arbor pivot, and has an attrac- 
tive motion. Movement is marked 
“Roskopf.” Our problem: the 
movement has a good motion 
and times out well on the ma- 
chine but the hands indicate an 
inconsistent loss of time. This 
would indicate cannon pinion 
trouble but this is merely a brass 
pipe riding quite loosely on a 
post fixed to the movement’s 
center. How is the fault cor- 
rected? —Crown Jewelers, To- 
peka, Kan. 

Answer: Roskopf watches 
have their hands driven by a 
minute wheel fixed clutch-tight 
to the barrel cover. Occasion- 
ally, the minute wheel will lose 


its traction on the barrel cover 
and manifest itself in the fault 
you find. To correct this, remove 
the barrel cover from the barrel 
and place it on a solid portion 
of the staking set die. Next 
choose a solid, round-bottomed 
punch which is just a bit larger 
than the countersink in the min- 
ute wheel pinion. A few light 
taps will renew the clutch fit. 
Test this after each tap so you 
will not over-tighten it. The 
testing is done by grasping the 
minute wheel between the fin- 
gers of one hand and twisting 
the cover with the other, feeling 
just how much force is needed 
to twist it. If the force required 
is too great, when the watch is 
placed in the hand setting posi- 
tion and the crown turned, it 
may strip the teeth of this wheel. 
If the wheel is too loose, it will 
not have enough tension to carry 
the cannon pinion and the hour 
wheel. 
* * % 


BROKEN RACK—lI have a gravity 
clock that runs on its own 
weight. It was made by the An- 
sonia Clock Co. The clock has 
a pinion engaging a vertical 
rack which makes up part of the 
clock stand. The broken rack is 
made of white metal. Where 
can I obtain a new part?—R. F. 
Gordon, Lake City, Mich. 

Answer: Replacement racks 
for these clocks are no longer 
available. However, better re- 
placements can be obtained from 
the Boston Gear Works or any 
gear company. These are made 
of bronze, and are much stronger, 
more attractive and will work 
better. The rack is sold by the 
foot and you will need about one 
foot. Send the sample so that 
your replacement will have the 
same number of teeth per inch 
as well as the same pitch. 


* # * 


FAULTY STAKING SET—My stak- 
ing set shows an indentation 
made where the staffs had been 
placed for staking into the bal- 
ances. These indentations take 
on the shape of the balance hubs 
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of the staffs. If 1 must stake on 
a staff whose hub is slightly 
larger than the indentation, it 
causes damage to the staff and I 
find it hard to do a good job of 
securing the staff to the balance. 
What can be done to correct 
this? — Frank Frank, Jeweler, 
Philadelphia. 

Answer: Your staking die is 
not tempered properly. It would 
be useless to refinish the surface 
of the die, because the same 
thing would happen again. I 
would suggest that you send this 
die to the manufacturer who, if 
reputable, will replace or correct 
this. Otherwise, it would be best 
to temper the die by first mak- 
ing it dead-hard and then draw- 
ing the temper to a light straw 
color. Next, the die will have to 
be reground or lapped. A good 
machine shop can do both, but 
you can do this yourself without 
the use of elaborate equipment. 
First, obtain a large piece of 
frosted plate glass. Using a mix- 
ture of coarse grinding com- 





graphs and stainless, and make coil 
springs for cases. We also sell used 
replacement movements. 
Write for Information 
BECKER-HECKMAN COMPANY 


"oO Fact Wadican Street Chicace 2. Illinois 





We repair all types of cases, chrono- Ms 








CLOCK LUBRICANT 


NOW AVAILABLE 
Y2 oz. Bottle 75¢ | 
AT WHOLESALERS OR DIRECT | 


THE HOROLOVAR (O., BRONXVILLE NY —— = = 











NEW ALL-PURPOSE 
et GAUGE 





TAKES 7 \ 
MEASUREMENTS \ 


JULES BOREL & CO. 


1110 Grand Ave., Kansas City,Mo. _/ 4 
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pound similar to the mixtures 


used for grinding motor valves, | 
work the die upon this compound | 


as it is placed on the ground 
glass, using mild pressure and 
large oval motions. Continue this 


until the indentation is obliter- | 
ated. Next clean both the die | 


and the glass perfectly and re- 
peat the process with finer grind- 
ing powders. Mixing the pow- 
ders with a little turpentine will 
hasten the grinding. When the 
die is quite flat again, use a very 
fine grade of lapping compound 
or diamantine to give the die a 
smooth finish. Complete the job 
by cleaning the die completely, 
making certain that all the holes 
are clear. Another precaution: 
when tempering, prevent the 
die from warping by plunging 
into the coolant edgewise instead 
of flatwise. 


x 


* 


UNADJUSTED WATCH—lI have an 
old Swiss watch with a bi- 
metallic balance. The balance 
has two grooves, but these are 
not cut through to make the 
split complete. Before I cut 
these through, I’d like your opin- 
ion of this practice — J. Joyce 
Jewelers, Minneapolis, Minn. 

Answer: Evidently, this watch 
is a cheap one and has never 
been adjusted. Splitting the bal- 
ance to improve its temperature 
compensation qualities may only 
introduce other weaknesses and 
inaccuracies. First, the balance 
will become lighter and cause the 
watch to run faster. Second, it 
may become distorted. And fi- 
nally, the purpose of the split (to 
provide temperature correction) 
will require that you build a heat 
and cold box with much trial and 
error to obtain an improvement. 
If the watch was of the quality 
justifying temperature adjust- 
ments as well as other (position, 
isochronism) adjustments, the 
balance would have been cut 
through completely at the fac- 
tory. Obviously, these watches | 
employed the bi- metallic balance 
only to impress the buyer. 


increase profits by 
Engraving your own Jewelry 





Model CNP-J 


stainless steel, gold, silver, other metals. 


FOR THE JEWELRY MANUFACTURER 


The 3D-5 Panto-Engraver . . 

Cuts medallion, ring and ‘Jewelry dies, 
steel stamps or any bas-relief design, as 
well as lettering, name plates, trophies, 
signs, etc. 


Model 3D-5 


. Full Line 


Searentes 
oe 


) ~  P: 


Liberal Terms Arranged. 

Small Monthly Payments. 

Write for complete detads and prices. 

For mediate attention write dwectty 
to manufacturer below. Ask for nearest 

eo 


TRADE MARK 


eereeeveeeee0eeeeeegepgeeeeeeeeeeeeeeeeeee 


i 


Special Multi - Grip 
vise holds articles of * 
any shape. Inexpensive ° 
CNP-j Panto - Engraver ° 
cuts sharp and clean in ® 





657 U. S$. Highway 22 Hiliside, N. J. 


H. P. Preis Engraving Machine Co. | 











PEND. 
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We will pay all ship- 
ping charges to any 
point within the U.S. 
(except Alaska and 
Hawaii) if you enclose 
check with order. 


Full 4% gal. capacity 


Powerful 40 watt output 
Stainiess steel tank 





DI SONI TEGRATOR 


ULTRASONIC CLEANER 
The lowest priced ultrasonic cleaner ever sold! 


Buy ONE or 100 and Save! 
Low Prices on Larger Models! 


Simptified one knob control for easy opera- 
tion. High Frequency sound waves disinte- 
grate harmful soils and contaminants in 
seconds. Saves time and labor, boosts pro- 
duction rate, improves product. You can re- 
place hazardous chemicals with safe solvents 
and even water. 
5-DAY TRIAL 
Choice of 7 beautiful decorator colors to har- 
monize with your office or laboratory decor: 
ivory, Wheat yellow, Turquoise, Desert sand, 
Pale green, Soft gray and Coral pink. Please 
specify color when ordering. 
EXTRA TANKS: $40 EA.—JUNCTION BOX: $12.95 
FREE 5 YEAR SERVICE CONTRACT 


ORDER NOW! DEPT. 28-JCK-7 





ultrasonic 


| JAJindustries 


| 











Wisconsin watchmakers 
re-elect Jaeger 


Wisconsin Licensed Watchmak- 
ers Association, at its 25th annual 
convention at the Milwaukee Inn 
May 1 re-elected most of its slate 
of officers for the 1960-61 year. 

Gerald J. Jaeger of Sheboygan 
was retained as president, Ed 
Medla of Cudahy was re-elected 
secretary and Conrad Kasten of 
Waukesha remains as treasurer. 
Ken Froh of Sheboygan is newly- 
elected vice-president. 

Directors chosen were Tom Arm- 
strong of Watertown, Al Loose of 
Thiensville, W. Tenhaken of Clin- 
tonville, H. Sauder of Lomira and 
C. Christofferson of Racine. 

Primary topic of the convention 
speeches was the problem of dimin- 
ishing numbers of apprentices. 

“Too many apprentices are quit- 
ing their apprenticeships before 
they have completed their training 
—because of low wages,” said 
Mitchell Kellar, president of the 
Minnesota Watchmakers Associa- 
tion. 

Robert DuPont of Greiner Elec- 
tronics, Switzerland, said, ‘“Ap- 
proach the problem like they do in 
Europe—interest the younger gen- 
eration in one’s own family. Over 
there it is considered an excellen! 
profession.” 


AWI subscribes members 


to American Horologist 


Roberts Publishing Co. of Den- 
ver, Colo., publisher of American 
Horologist and Jeweler, has signed 
a contract with the new American 
Watchmakers Institute, whereby 
every member of AWI will receive 
a copy of the magazine each month. 

The magazine, now in its 27th 
year, was sent to members of the 
United Horological Association of 
America under a similar arrange- 
ment. Last month, UHAA merged 
with the Horological Institute of 
America to form AWI, and all mem- 
bers of the new organization will 
automatically become subscribers to 
American Horologist and Jeweler, 
with the subscription fee included 
in their membership dues. 

AH&J will allocate “a limited 
number of pages in each issue to the 
interests of AWI news and editorial 
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LIGHTERS FOR LADIES: A Ron- 
son marble table lighter was pre- 
sented to each lady who attended the 
Golden Circle Club of New York’s 
recent 11th annual dinner dance held 
at the Sheraton East Ambassador 
Hotel. Fifty couples attended the af- 
fair, making it the largest in the 
club’s history. Members and guests 
were greeted by George Kramer, 


Golden Circle president. 


matter, and to the interests of other 
organizations that come to the at- 
tention of the publication through 
news releases.” 

An article in the June JC-K 
stated erroneously that AWI would 
publish American Horologist and 
Jeweler. The latter is not and has 
not been a house organ for any 
trade association. AWI will pub- 
lish a newsletter. 


Cumicek chosen to lead 
Wisconsin jewelers 


Charles Cumicek of Seymour, 
Wis., was chosen president at the 
54th annual convention of the Wis- 
consin Retail Jewelers Association 
held at the Kenosha Elks Club May 
15-16. 

Milt Dalin of West Allis was 
named vice-president. The associa- 
tion re-elected Ben Heald of 
Thiensville as executive secretary 
and E. F. Waldhier of Beaver Dam 
as treasurer. 

Directors are Retiring President 
Henry Spiegel of Manitowoc, Ed- 
ward Berland of Kenosha, Leo 
Kohlbeck of Milwaukee, Robert 
Armbruster of Cedarburg, Jack 
Randall of Wausau, Russell Vogt 
of Markesan and Nels Anshus of 
Menomonie. 

Executive Secretary Heald told 
the 250 conventioneers that the in- 
creased membership and coopera- 
tion of the association would mate- 
rially help to eliminate “fast pitch”’ 


artists. He explained that he had 
made hundreds of speeches on be- 
half of the organization to civic, 
fraternal and business groups, ad- 
vising them to trade with reputable 
jewelers. 

Carroll Seghers of Coral Gables, 
Fla., was asked to extend his speech 
“There’s a Fortune at Your Front 
Door.” Among Mr. Seghers demon- 
strations was a blown up adver- 
tisement which read: ‘$450 Dia- 
monds for $450.”” He said this was 
the way the store image was built. 
One of his most successful ads, he 
said, was based on the line, “That 
Diamond You’ve Always Promised 
Her.” That ad was even run on the 
financial pages—and with great 
success. 


Erlanger replaces Day 
in Tri-state group 


Richard Erlanger of Baltimure 
succeeded Paul W. Day as presi- 
dent at the annual convention of 
the Maryland-Delaware-District of 
Columbia Jewelers’ Association at 
Wilmington May 2. The meeting 
was sparked by such topics as 
smugglers’ methods and the Doug- 
las Bill. 

Other new officers chosen include 
Donald Wolpe of Washington, first 
vice-president; Robert Groll of 
Wilmington, second vice-president : 
Benjamin Blanken of Washington, 
treasurer, and Edward Kibler of 
Baltimore, secretary. 

In the featured speech, Glenn 
Watt, supervisor inspector of cus- 
toms for the Port of Philadelphia, 
told the conventioners of the port’s 
annual collection of more than $1 
in customs fees. 

He described civilian attempts 
to smuggle Swiss watches into Mc- 
Guire Air Force Base, N. J. with 
the watches concealed in a _ vest 
beneath a shirt. 

Mr. Day, retiring president, had 
pointedly worn the vest under his 
own shirt during the day—without 
getting “caught.” 

Bernard N. Burnstine, RJA ex- 
ecutive vice-president, labeled the 
Douglas Bill an act which “wouldn’t 
disclose anything the customer 
doesn’t already know.” Bill would 
demand a detailed disclosure of in- 
terest rates and carrying charges 
in credit sales. 
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CLASSIFIED ADS 


RATES AND REGULATIONS 


New roates start with March 1960 Issue 


Remittance in Advance 


“SITUATION WANTED” —Regular type $3.00 first 25 words; addi- 


tional words, 10 cents per word. Heavy type $8.00; 


addi- 


tional words 25 cents per word. 

“HELP WANTED” —"LINES WANTED"—and “SIDE LINES"—Regular type $5.00 
first 25 words; additional words 15 cents per word. Heavy 
type $8.00 first 25 words; additional words 25 cents per 


word. 


ALL OTHER HEADINGS—Regular type $9.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $13.25 first 25 
words; additional words 30 cents per word. 


Name, Address, Initials and Abbrevia- 
tions count as words. 

If answers are to be forwarded, 20 cents 
extra to cover postage must be enclosed. 
No Agency Commission. 


In answering Box Numbers address 


envelope “Box —, 


© Advertising matter addressed to classi- 
fied advertisers will not be delivered. 

e Classified ad form closes 10th of the 
month preceding date of issue. 

¢ A box number when used in ad counts 
as five words, that is, “Address #13, 
care of J C-K.” 


care of Jewelers’ 


Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose 


original letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. 





Situations Wanted 





c_—_ 


WATCHMAKER, good mechanic; 14 years 
fine store: importer experience: 
charge repairs: estimating, sales: 
York City, Long Island, Suburbs: 
dress, “S, 5625." care of JC-K 





JEWELER, DIAMOND SETTER: 
types repair and special order work; 15 
years experience: desires to make 
change; address, “! 9985." care of 
J(-K, 


KEY DIAMOND MAN: available reputa- 
ble store; $150 weekly plus rational 
monthly commission; unlimited surety 
bond eligibility : Jersey resident : middle 
age; address, “S, 5908,” care of JC-K 

SINGLE, 29 years: will relocate or travel! 
200 mile radius Dayton, Ohio: retail 
experience in buying, selling, window, 
stock; must have potential: address, 
“P, 5953,” care of JC-K. 


TOP LEVEL MANAGER, salesman: 30 
years’ retail credit management: severa! 
years supervisor of group stores; unique 
record; desires change: address, “R, 
9955," care of JC-K. 

MANAGER, SALESMAN: top experience 
in all phases of cash and credit opera- 
tion; excellent chain store background : 
desires change; location optional: ad- 
dress, “J, 5961,” care of JC-K. 

MIDWEST TERRITORIAL salesman 
seeks top volume costume, or gold, 
departments and volume stores: 
pay good guarantee: J. GRONAT 
Murdoch, St. Louis, Missouri. 

MANAGER, age 38, family man: all 
phases chain operation, credit, merchan- 
dising, promotion: successful back- 
ground ; aggressive; presently employed, 
desires change; will relocate; address, 
“G, 5977,” care of JC-K. 

BOOKKEEPER, FEMALE: full charge, 

thoroughly experienced correspondence ; 

diamond and jewelry; competent, con- 
scientious, personable; excellent refer- 

ences; New York City; address, “A, 

5975,” care of JC-K. 





BOOKKEEPER, full charge; secretary, 
stenographer, executive; accustomed to 
responsibility; trustworthy: excellent 
diamond and jewelry background: A-1 
references; personable; address, “D., 
5979," care of JC-K. 
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SUPERIOR 
available: 
town Manhattan or 
early fifties: 
less experience: 


‘Se 2962,”"" 


DIAMOND SALESMAN 
reputable store Westside Mid- 
nearby Jersey; 
exemplary character; peer- 
salary open; address, 
care of JC-K. 

MANAGER, SALESMAN : 
qualified all phases jewelry business; 
chain store trained: married, 38 years 
old; Chicago area only: salary plus 
good commission: address, “L, 5946,” 
care of JC-K. 


thoroughly 


MAN, THOROUGHLY EXPERIENCED 
looking for responsible job in wholesale 
diamond ring firm: all office routine 
from incoming orders until finished 
product; excellent references: New York 

only; address, “575,” care of JC-K. 

ATTENTION, TOP COMPANIES: this 

man will give you the best representa- 

tion on the West Coast; well known by 
all jewelers; best personal and business 

references available: address. “574.” 

care of JC-K. 


MANAGER SALESMAN: credit, display, 
advertising, merchandising, promotions, 
aggressive business creator: successful 
background; 20 years experience; age 
43; Southern California preferred: ad- 
dress, “A, 5963,” care of JC-K. 


MAN FRIDAY; 11 £4years’ experience 
nationally advertised diamond watch 
firm; production, sales correspondent, 
bookkeeping; capable, reliable, etc.: 
N. Y. C.; address, “B, 5859," care of 
JC-K., 


I'M LOOKING FOR A CONNECTION : 
to manage business for owner wishing 
to semi-retire or buy in as active part- 
ner; over 22 years cash and credit ex- 
perience, all phases: top references, 
New Jersey area preferred ; address, “K, 
5998,” care of JC-K. 


YOUNG RETAIL MANAGER, 32, execu- 
tive type; complete knowledge of retail 
jewelry operation; business go-getter ; 
married and will relocate for perma- 
nent future with advancement oppor- 
tunities; annual minimum $9000: ad- 
dress, “M, 5943," care of JC-K. 








DIAMOND MAN, 35; 17 years’ experi- 
ence as polisher and manufacturer de- 
sires responsible position as salesman 
or buyer with established rough or 
polished firm; will relocate: excellent 


references: address, “577.’ care of 
JC-K. 








TOP SALESMAN-MANAGER; 30 years’ 
experience in all piases credit jewelry 
store operation; credits, collections, 
merchandising, window trim, personnel 
supervision; desires connection with 
progressive firm; presently employed ; 
will relocate: married, 50, college grad- 
uate: address, “K, 5983,”’ care of JC-K. 

WHOLESALERS, 

well qualified 


MANUFACTURERS, 
JOBBERS, extremely 
traveling salesman, with excellent rec- 
ord of past performances invites your 
inquiry ; I want a first grade line where 
hard work and the ability to make and 
hold accounts will be appreciated; ad- 
dress, “S, 5862,” care of JC-K. 


WATCHMAKER: fast, skillful; will tra- 
vel short notice; certified Master & 
Master Chronograph technician ; experi- 
ence over 30 years; some diamond set- 
ting, ete.: neither smoke nor drink; 
references: phone or air mail FRED- 
ERICK LOHMAN, 1813 Fifth Ave. W., 
Seattle, Wash. 


WATCHMAKER, CLOCKMAKER,: 34, 
married: 15 years’ experience in own 
business: good health: desires PER- 
MANENT position in first class store in 
Southwestern part of Country; excel- 
lent references: preferably Arizona or 
Southern California ; address, “M, 5957,” 
care of JC-K. 


WATCHMAKER, engraver, jeweler, clock- 
maker: 25 years’ experience; Bowman 
graduate; knowledge and experience in 
fine store; complicated and restoration 
specialty: can estimate accurately to 
make repair department profitable; 12 
years self employed; finest references; 
address, “S, 5960," care of JC-K. 





TOP LEVEL EXECUTIVE with firm 
17 years; fully experienced credit, 
display, advertising, promotions, 
merchandsing, personnel, fine sales- 
man would like to represent good 
firm in Midwest; finest trade ref- 
erences, good following; address 
“P.. 5826,”’ care of JC-K. 


TOP SALESMAN: tremendous following 
New York City among 200 watch im- 
porters, jewelry jobbers, material houses 
and exporters: 15 years experience ; 
presently employed 10 years nationally 
known manufacturer watch attach- 
ments, seeks new connection, exclusive 
basis, not side line; average earnings 
$14,000: excellent reputation; address, 
“K, 5948,” care of JC-K. 


Lines Wanted 


EXPERIENCED SALESMAN: New En- 
gland retailers desires established watch 
or manufacturers line: commission 
basis: address, “R, 5997,” care of 
JC-K. 











following with 
business, seeks 
for New York 
addre Ss, ag COR 5956.”’ 


SALESMAN, evcellent 
record of bi'ding 
line rings or other 
surrounding States; 
care of JC-K. 

MANUFACTURERS SALESMAN now 
calling on wholesalers and jobbers wants 
lines for Midwest territory: good con- 
tacts: address. “Box 364.” care of 
Ic-K, 360 N. Michigan Ave., Chicago, 
IVI. 

THROUGH WEST COAST COVER- 
AGE by experienced representative 
with valuable contacts among whole- 
salers and retailers; available to rep- 
utable firm with strong line; ad- 


dress, “B, 5991,” care of JC-K. ae 
SEASONED MANUFACTURER’S rep- 


resentative with well established fol- 
lowing selling wholesalers and job- 
bers in Southern States and North- 
east seeks one additional manufac- 
. - * 
turer’s line; address, “J, 5763, 
eare of JC-K. | Slits sete 
SALESMAN, living in N. Carolina, calling 
on jewelry and dept. stores; good cover- 
age in Southern States; established, 
wants fast moving, low priced lines: 
sterling, gold charms, expansion bands, 
crosses, wallets, boxed jewelry, giftware, 
pinlever watches: address, “W, 5975," 
care of JC-K. 


129 





TOP NOTCH MAN, seeking to make 
change for Fall 1960; 15 years selling 
to wholesale jewelers, premium cata- 
logue house; volume sales; firm with 
good sheet preferred; extensive and 
constant coverage in Phila., Balt., 
Wash., D. C., Penna., and New Jersey ; 
address, “‘R, 5950," care of JC-K. 


TEXAS, OKLAHOMA, LOUISIANA, 
NEW MEXICO AND ARKANSAS rep- 
resentation available; write TOLA 
TUMBLEWEEDS, Southwestern Gift 
and Jewelry Traveling Men’s Associa- 
tion, c/o David A. Shapiro, Executive 
Director, Suite 2004, The Dallas Trade 
_— 2100 Stemmons Freeway, Dallas 

, Texas. 


MANUFACTURER ’S REP RESENTA- 
TIVE who really moves merchandise, 
wants a nationally advertised watch 
line, standard 7 & 17 Jewel Swiss move- 
ments only; promotionaily priced and 
attractively packaged; cover Nebraska, 
Kansas, Oklahoma, Missouri, Western 
Iowa and Eastern Colorado; many good 
references; no draw required; address 
“J, 5968,” care of JC-K. 


Side Lines 


SALESMEN, 2; 














experienced; New En- 
gland, Texas, for mfgr. 14K charms, 
pins, earrings; commission: write full 
details; address, “F, 5989,” care of 
JC-K. 





AGGRESSIVE 
following to 


SALESMAN with retail 
handle compact line of 
competitively priced sterling and gold 
filled rings; commission basis; address, 
“L, 5951,” care of JC-K. 


SILVERPLATED HOLLOWWARE 
SALESMEN ; strong promotional items: 
all territories; commission basis: could 
carry one non-conflicting line; address, 
“M, 5949,” care of JC-K. 


EXPERIENCED salesman wanted to 
cover Middlewest: must live in terri- 
tory; liberal commission to sell ladies’ 
gold filled and sterling silver jewelry: 
established territory ; address, ‘“M, 

5978,”"" care of JC-K. 











SALESMAN ; established following among 
jobbers and chain stores to carry a 
popular priced gold ring line: state ex- 
perience, territory, references: drawing 
against commission ; address, o © 
5592,”" care of JC-K. 


ARTIST-CRAFTSMAN, 
enameled jewelry has distinctive line 
for better shops; seeks salesmen; call 
TWining 9-3748 or write HAROLD 
TISHLER, 64-08 Roosevelt Ave., Wood- 
side 77, N. Y 


SALESMEN WANTED; territories open 
for a few men to carry side line of new 
pat. pend. gold on sterling popular price 
stone rings; small one tray line: com- 
mission basis: write DEE-JAY MAN- 
UFACTURING COMPANY. 627 First 
Ave., No.., Minneapolis 3, Minn. 


SAL E SME N 
ealling on 





speci alizing in 








with established territory 
retail stores, manufacturer 
line indies’ 14K stone rings, pearl rings, 
14K crosses, gent’s 10 K_ stone rings: 
drawing against commission; excep- 
tional opportunity, references: address, 
“J., 5591,” care of JC-K. 





WATCH AND CLOCK SALESMEN with 
good following among retail jewelers 
wanted by importers of popular priced 
17 jewel and 7 jewel Swiss watches and 
travel alarm and boudoir clocks and 
transistor clocks: BANC ‘ ens 
CoO., 10 W. 47th St., N. Y. 





SALESMAN for complete diamond line, 
mounted and packaged; to represent 
Midwest diamond house in South, Ten- 
nesee to Florida: draw and commis- 
sion; prefer experience and following: 
write THE VICTOR CORP., 205 E. 6th 
St., Cincinnati, Ohio. 


SOU THERN. ‘SAL ESMAN calling only 
on better retailers; nationally known 
line 14K pins, earrings, charms. 
rings, necklaces, bracelets, men’s 
jewelry; high commission; details 
in strictest confidence; address, **T. 


9952,” care of JC-K. 
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SALESMAN WANTED; you are a 
salesman in mountings or watch 
cases you can carry loose diamonds 
and sell them to the same custom- 
ers; credit terms to good accounts; 
excellent opportunity; address, “K, 
5964,” care of JC-K. 


EXCITING COMPLETE LINE of Dason 
stone and wedding rings for an exciting 
man to call on retail jewelers in N. 
Carolina, S. Carolina and Virginia ; 
draw against commission; territory is 
well established; send photo and com- 
plete experience to DAVIDSON & 
SONS JEW a hase 20 W. 47 S8&t., 
New York 36, N. 








SALESMAN; competent and reliable, no 
hot-shot, for California, Washington, 
and Oregon; a complete line of domesti- 
cally manufactured watch bands and 
neck chains popularly priced and sold 
directly to retailers: over 250 active 
accounts in the territory: write, LES- 

L. FRIEDMAN, PRES., 
JEW ELRY MFG. CORP. 125 W. 
St., New York 36, N. 


WANTED: AGGRESSIVE REPRESEN- 
TATIVES calling on retail stores 
to sell on commission basis a fast 
moving short line of superior qual- 
ity watch straps and imported ex- 
pansion bands (Swiss) choice terri- 
tories available; apply to FAVRE- 
LEUBA WATCH & CHRONOM- 
ETER CO., INC., 665 Fifth Ave., 
New York 22, N. 


MANUFACTURER of prong set crystal 
and colored stone items and beaded 
goods, selling direct to retail, spe- 
cialty and department stores, has 
several territories now open; line 
pays 15%: we are one of the top 
rated manufacturers; only experi- 
enced men with following should 
apply: give full details in first let- 
ter; address, “L, 5911,’ care of 
JC-K. 








Help Wanted 


JEWELER: 





special order and repairman ; 
give references and salary expected: 
write POND & ROSE, INC., 3032 E. 
Coast Highway, Corona Del Mar. Calif. 


SALESMEN to sell re s dia- 
mond set rings; also 14K charms 
and a address, “R, 5945,” 
eare of JC-K 


WATCHMAKER;: experienced man who 
can wait on trade ; permanent for New 
Mexico town: state age, experience and 
salary expected ; address, “D, 5999,” 
care of JC-K. 











ENGRAVER: experienced, all around 
man on letters and monograms; large 
retail jeweler in Southern City; perma- 
nent position and good salary; address, 
“K, 5969,” care of JC- 


SALESMAN WANTED for Midwest ter- 
ritory calling on wholesalers; costume 
jewelry line retailing for $1.00, $2.00 & 
$3.00; state experience and commission ; 
address, “L, 5967,” care of JC-K. 


WATCHMAKER experienced; five day 
week; ideal working conditions in 
Northern Ohio City; permanent job; 
state age, experience, salary expected, 
in first letter; address, “R, 2165,” care 
of JC-K. 











SALESMAN, EXPERIENCED: represent 
leading jewelry wholesaler in well es- 
tablished, lucrative Connecticut, Massa- 
chusetts, retail accounts; prefer man 
living in territory; address, “S, 5947,” 
care of JC-K 


ONE OF THE largest importers of cul- 
tured pearis, having own office in Japan, 
always large stock on hand in New 
York, looking for good salesman all 
over the United States: write full de- 
tails to, “C, 5940,” care of JC-K. 














salesman for sterling silver 
frames and accessories; for 
Midwest, Texas, Rocky 
Mountains, West Coast; give particu- 
lars, FEIN-WESTON SALES = P., 
225 Fifth Ave., New York 10, N. Y. 


WANTED, 
picture 
Southeast, 


ASSISTANT MANAGER; must be top 
salesman: for growing credit jewelry 
chain in St. Louis area; state age, ex- 
perience and references; replies kept 
Se address, “R, 5972," care 

JC -K.— 

CULTU RED PEARL IMPORTERS 
opening in Midwest territory; call- 
ing on better retailers; liberal com- 
mission basis; all replies confiden- 
tial: address, “L, 5954,” care of 


JC-K. 


SALESMAN AND ASSISTANT MAN- 
AGER;; long established credit jewel- 
ry store; must be experienced in 
selling and displays; permanent; 
apply MR. BARTLEY, 237 Church 
St., Norfolk, Virginia. 


EXPERIENCED JEWELER AND DIA- 
MOND SETTER wanted for work in 
wholesale jewelers trade work dept. 
position permanent, working conditions 
excellent: climate and area excellent 
Rocky Mountain states; reply to “FR 
5995,” care of JC-K. 


JEWELER, FIRST CLASS, also to set 
stones and possessing ability to super- 
vise a first class shop; give information 
in detail, married or single, experience 
and where in the past employed; strictly 
confidential: address, “S, 5987,"" care of 

~K. 




















ASSISTANT MANAGER with 
knowledge of fast moving better credit 
store operation; chance for advanc: 
ment: start $150 week plus Christmas 
bonus; one of Southwest's leading cities 
write 308 N. STANTON, EL PAS® 
TEXAS. 


WANTED: 








WATCHMAKER: experienced; perna- 
nent position, ideal working conditions 
must be able to size rings and wait on 
trade when necessary ; prefer man unde! 
50: WRITE VANES JEWELERS, 606 
Market St., Parke rsburg, West Virginia, 
stating age, experience, salary desired ; 
enclose rec ent snapshot of self. 


MANAGER OPENINGS; large grow- 
ing Eastern chain, outside of New 
York City, has openings for experi- 
enced jewelry men as managers or 
assistant managers; good salary, 
pension plan and other benefit<; 
address, “R, 5970,” care of JC-K. 

SALESMAN FOR LOOSE DIA- 
MONDS; in big City; no traveling 
needed; mostly single cut and full 
cut; good following essential ; com- 
mission basis or partnership to pro- 
fit excellent i hgh” address, 


“BR, 5966,” care of JC-K ve 


SALESMAN calling on retail jewelers; 
Ohio, Kentucky, Indiana, Michigan 
& Illinois; well known advertised 
line scarab jewelry, dise jewelry and 
identification bracelets; must have 
following; ADMARK, 714 Sansom 
St., Phila., Penna. 


MANAGER; experienced for credit 
jewelry store in upper Midwest: 
must be good salesman; top salary. 
plus percentage, bonus and fringe 
benefits; replies confidential; S. B. 
GOODMAN, 518 Bremer Areadc. 
St. Paul I, Minn. 


DIAMOND RING SALESMAN; Side 
Line; small pocket tray of ‘highly 
styled sensationally priced total 
weight lock sets; AE ae a for 
aggressive chain stores and promo- 
tion minded retailers; address, 
“570.” care of JC-K. 














ee 
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SALESMEN WANTED with following in 


sterling silver departments, to sell on 
commission basis; sterling photo frames 
and sterling gift items; territory open: 
Pacific Coast, Midwest and Southwest; 
furnish complete details; AUCELLO 
BROS. CO., 2 College Circle, W. Somer- 
ville, Mass. 


JEWELRY SALESMAN for New York, 


Metro. area, East & Midwest, wanted 
by an important manufacturer of un- 
mounted jewelry in platinum and gold; 
excellent opportunity for ambitious, 
energetic man; drawing against com- 
mission; address, “M, 5982,” care of 
l’-K 


SALESMAN, New York City and State: 


calling on jewelers, department 
stores and resident buyers; well 
known advertised line scarab jew- 
elry, disc jewelry and identification 
bracelets; must have following. 
ADMARK, 714 Sansom St., Phila. 


6, Penna. 


SALESMEN with established territory 


for the Midwest; also New York 
and Penna.; to carry a _ popular 
priced gold ring line and dia- 
mond line; commission and draw- 
ing; state experience, territory and 
references; SCHWARTZ JEWELRY 
CO., INC., 850 Elk St.. Buffalo 10, 


New York. 





SALESMAN for greater New York 


area including New Jersey; follow- 
ing and experience; for Hadley 
Watchband line. exclusively priced 
to retail $3.95 to $8.95; terrific 
mark-up; great potential for man 
to sell along with his present line; 
JACK R. STORTI, 580 Fifth Ave., 
New York 36, N. Y. 


AMAZING LINE for jewelry salesmen: 


retail jewelry store following: sell ex- 
clusive patented Vari-Gem ladies’ and 
gent’s gold stone ring line with inter- 
changeable stones: compact line: excel- 
lent commission ; territories open; Calif., 
iil Wis., Minn Mich., Fla., Ga. and 
New England: DAVID PFEFFER CoO., 
INC... 106 Fulton St.. New York 858. 
— = 


SALESMAN for midwest territory by 


nationally known silverplated hol- 
lowware manufacturer; must be ag- 
gressive with established following 
among dept. stores, jewelers, gift 
shops; commission basis; all par- 
ticulars in first letter, replies con- 
fidential; related but non-conflict- 
ing line acceptable: address, “B,. 
59834,” care of JC-K. 


REPRESENTATIVE WANTED. TOP 


FLIGHT ONLY, for leading line in 
its field; nationally advertised to 
jewelry, department and gift stores; 
territory available in Va.. W. Va.. 
N. and S. Carolina; write giving de- 
tails on lines handled, territory 
covered and references to, “S, 
9938,” care of JC-K: our represen- 
tatives know of this ad. 


SALESMAN for New York State and 


New England: one of the leading 
lines of gold, gold filled and sterl- 
ing jewelry for retail jewelers: we 
require the best salesman with 
established following: we have an 
established following; pay high 
commission and drawing: one other 
non-conflicting line of rings or 
charms necessary; address, “A, 


5971.”’ care of JC-K. 


PRODUCTION RING FOREMAN: if 


you can make rings and teach 
others to make them, you have a 
chance of a lifetime; fast growing 
N. E. concern has excellent opening 
for a_ practical, intelligent ring 
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maker who wants to get ahead; if 
this fits you, send complete details 
of your experience and a picture in 
your first letter; address, “C, 5980,” 
care of JC-K. 


WORKING EXECUTIVE OPPORTUN- 


ITY; must have minimum earning 
capacity of $10,000 yearly to start; 
present 4 store better quality opera- 
tion in New Jersey and Texas with 
plans to expand; also 2 salesmen 
and store manager wanted; contact 
sole owner, Geo. J. Busch, 875 
Broad St., Newark, N. J. phone 
Market 3-2987 or at his residence, 
Orange 5-6303. 


WATCHMAKERS and estimators, for re- 


pair departments in retail department 
stores: national organization connected 
with one of the largest retail depart- 
ment chains in the country; employee 
discount, group hospitalization plan; 
excellent future for person with pleas- 
ing personality and willing to assume 
responsibility ; positions open in the 
East, South, Midwest and Southwest; 
address “Circular Box 356,” 360 N. 
Michigan Ave., Chicago, Illinois 


SALESMAN WANTED for southern terri- 


tory to call on wholesalers, jobbers and 
catalogue houses with an outstanding 
and nationally accepted line of 14 kt. 
cultured pearl! pendants, rings, bracelets, 
earrings and an outstanding line of 
crosses a wonderful opportunity to 
earn a substantial income on a 10% 
commission basis for an experienced, 
well recommended and well established 
salesman; address, “M, 5856.” eare of 
JC-K. 


WANTED: assistant jewelry store man- 


ager who is a good top sales pro- 
moter, not afraid of hard work and 
one who would be a good mixer in 
a town of 30,000 to 50,000 popula- 
tion; if you are such a man, we 
have a good opening with a good 
salary, plus hospital benefits and 
other benefits and tremendous fu- 
ture with a growing midwestern 
jewelry chain; address, “C, 5992,” 
care of JC-K. 





DIAMOND RING SALESMAN wanted 


for established territory in South- 
west; nationally known outstanding 
promotional diamond ring manu- 
facturer seeks aggressive, promo- 
tionally minded, established and ex- 
perienced sales representative; write 
full resume of your experience, 
background and retail following in 
vour first letter; all correspondence 
will be kept in strictest confidence ; 
write to LIEBER & LERNER, IN: 

305 E. 46th St., New York 17, N. Y. 





WANTED: FIRST CLASS sales man- 


ager for jewelry store, located in 
coming Mid Western city of ap- 
proximately 50,000 population; top 
salary scale, plus possibility of su- 
pervising several stores in same 
geographical area; said manager 
must have pleasing personality, 
must know how to build traffic up 
in a store and above all, must not 
be afraid of hard work: we are 
willing to pay for the job: if vou 
can do it please reply to box “J, 


5993.”” care of JC-K. 


JEWELRY FACTORY SUPERINTEN- 


DENT: we seek a practical, capable 
man versed in all phases of produc- 
tion and scheduling; essentially we 
use precious metals; an important 
item is rings; if this fits in with 
your background and training and 
if you are looking for a key posi- 
tion with a rapidly growing North- 


east concern where loyalty and in- 
telligence will be appreciated, then 
please write us; kindly give your 
entire background in your first let- 
ter and enclose a picture if possible ; 
address, “S, 5981,” care of JC-K. 





GORDON’S JEWELERS NEEDS 
STORE MANAGERS; Gordon’s will 
open approximately 20 stores in 
Florida, Texas, Louisiana, Arkan- 
sas, Alabama, Mississippi, Tennes- 
see and Puerto Rico in 1960; we 
need good hard working men with 
retail experience for future zone 
managers and supervisors; all com- 
pany benefits including Gordon's 
famous Profit Sharing Plan; write 
for personal interview in strictest 
confidence; MR. JAY COHEN 
GORDON JEWELRY CORP., 600 
Stewart Bldg., Houston, Texas. Tele- 
phone CA 2-2345. 





EXECUTIVE FULLY EXPERIENCED 
in merchandising, buying. advertis- 
ing and personnel training. to man- 
age group of leased fine jewelry de- 
partments in leading department 
stores of large metropolitan areas; 
unusual opportunity to get in on 
ground floor of a growing field 
with an old established firm; only 
experienced men will be considered: 
salary in five figures, commensu- 
rate with responsibilities; send com- 
plete resume and snapshot; re- 
plies confidential; PEOPLE’S 
JEWELRY CO., 245—23rd St., 
Toledo 2, Ohio. 


DIAMOND RING SALESMEN; nation- 
ally known diamond ring mfr. seeks 
2 aggressive, hardhitting promotion- 
ally minded experienced salesmen, 
capable of earning $20,000 a year, 
minimum; if you are a self-starter 
with a proven sales record and have 
a following among well rated retail 
jewelers, we want to hear from you; 
territories available have been 
covered for years and we have an 
excellent following; substantial draw 
against commission to the right 
men: write full resume in first let- 
ter; all correspondence will be re- 
ceived in strictest confidence: W. F. 
SEBEL CO., 315 W. 5th St., Los 
Angeles 13, Calif. 


aed eee manana pe memeemsmeTn 
For Sale 


Stores. Stecks and Businesses 











JEWELRY STORE; Miami, Fla.. 100° 


oeation: 5 yvears; address, “P., 5064," 


eare of JC-K. 


NORTHERN CALIFORNIA coast jewelry 
store: oldest, established in County 
modern, good location, lease; terms to 
responsible party: retiring; address 
“H. 5984." care of JC-K. 


JEWELRY STORE, gift shop: southern 
Mass.: excellent repair business: fran- 
ehised lines: low rent; stock and fix- 
tures $13,000. Address, “B, 5904,” care 
of JC-K. 


JEWELRY STORE on Gold Coast at 
Delray Beach, Florida; ideal hus- 
band and wife operation; clean in- 
ventory; M. EBERHARDT, 202 E. 
Atlantic, Delray Beach, Fla. 


JEWELRY & WATCH REPAIR STORE 
in Camden, Ohio; population 1500; es- 
tablished 19 years; owner must sell at 
once, Doctor's orders; $6500 buys stock 
and equipment: MARY'S JEWELRY, 2 
S. Main St., Camden, Ohio. 
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MODERN JEWELRY STORE and money 
maker; must sell on account of illness; 
all stock or part to your satis action ; 
nice fixtures and 7 ton air-conditioner 
large canopy sign outside: must sell at 
once ; address, ““W, 5958," care of JC-K. 


AS VEGAS, NEVADA: good cash and 
repair business; modern and air-condi- 
tioned; high grade top lines and low 
overhead ; fixtures and inventory around 
$25,000: contact DON’S JEWELERS, 
129 N. 3rd St., Las Vegas, Nev. 


JEWELRY STORE, 100% location; rent, 

$150; 2 person operation; tremendous 
potential: gross over $24,000: estab- 
lished 7 years; no borax competition: 
MIDON JEWELRY, 2118 Shattuck 
Ave., Berkeley 4, Calif. 





OOTHER INTICRESTS force me to sell long 
established cash store located in North- 
ern New Jersey; completeiy equipped, 
modernized : gross over $50,000: $20,000 
will handle: address, “S, 5974.” care 
of JC-K. 


$55,000 WILL PURCHASE leading cen- 
tral California jewelry store: estab- 
lished 32 years in growing community ; 
details will be furnished to financially 
qualified parties ; please write “H, 5996.” 
care of JC-K. 


VALUABLE COMMERCIAL BUILD- 
ING and fine 60 year old jewelry 
business in 100% lecation; stock 
and building at reasonable price; 
STROLE REALTY CO., 49 Sum- 
miet Ave., Hagerstown, Maryland. 

JEWELRY STORE, doing $50,000 to 
$60,000 a year business, Southeast Coast 
of Florida, with year round population 
of 12,000, season 30,000; illness reason 
for selling; would take partner: I han- 
dle the repair department; address, “F, 
»9S86,”"" care of JC-K. 

ONE OF THE BEST and finest Pawn 
shop and jewelry combination store in 
North Carolina doing a good cash busi- 
ness and beautiful loan business: can 
stand strict examination; must sell due 
to other interest: please do not answer 
unless you mean business; address, “N, 
9976," care of JC-K. 

OLD, ESTABLISHED fine store; top 
lines ; fine repair business: cash and 
credit ; 100% location ; newly remodeled : 
air conditioned ; good lease, good in- 
me; sell fixtures, equipment, accounts 
receivable and half of a $30,000 inven- 
tory tor approximately $25,000; growing 
medium size Central Florida City: sell- 
ing because of personal family problem: 
acdress, “A, 99,”" care of JC-K. 

| HAVE 2 STORES, will sell one but 
not both; you pick it; one is worth 
about $9500, the other $37,500: 
buyer should be a watchmaker: 
buyer must have 1/3 cash or a good 
airplane for down payment; call or 
come and look; no letters will be 
answered ; H. B. SLEDGE, Alamo- 
gordo, New Mexico; Phone HE 
7-2200. 

DAI LAS OPPORTUNITY; FOR SALE, 
LEASE, MERGER; beautifully fix- 
tured, air conditioned 25 x 100 plus 
mezzanine in heart of downtown: 
90% Ilecation; opposite Neiman 
Marcus; 9 magnificent windows with 
marquee electrical signs; available 
with or without accounts receivable 
or inventory; trained personnel 
ready to go under your direction: 
having lost my manager after 22 
years and with other concerns, I 
want to curtail; I am sole owner of 
stores in Abilene, Texas, Newark & 
Summit, N. J., and will negotiate 
promptly and dependably; no rea- 
sonable offer will be refused; suit- 
able for chain or individuals; con- 
tact MR. BUSCH OR MR. SAR- 
GENT, BUSCH & SONS, est 18380, 
875 Broad St., Newark, N. J. Ma 3- 
2987-8-9. 
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For Sale 
Tools, Equipment 





A COMPLETE SET of watchmakers 
and supplies; used 5 years; a 
HOULE’S JEWELRY STORE, 
St.. Wareham, Mass. 


TWO LARGE VICTOR engraving blocks 
with attachments, 67 unused gravers, 
jewelers’ bench, loupes, graver handles, 
micrometer, etc.; $60 takes all; call 

Dickens 5-133 New York. 


ODDS AND ENDS in sterling patterns; 
WANTED; 8 Lady Mary Ice Teas, 
new or used: we also buy: BUSCHE- 
MEYERS, 667 S. 4th St., Louisville 2, 
Kentucky. 


Business Opportunities 





AMERICA’S BEST KNOWN jewelry 
Auctioneer; over 40 years in this 
publication as an _ advertiser; 
THOMAS J. FAUSSETT, 521 Flem- 
ing St., Howell, Michigan. 





SAMUEL GANSBURG, INC., will buy 
your surplus or entire stock and fix- 
tures; highest prices paid; bank and 
trade references. Write 15 Maiden 
Lane, New York, Telephone Rktctor 2 
6565. 

WILSON SALES SYSTEM; 106 Thornton 
St., Albany, N. Y.: promotional liquida- 
tion estate sale; specialists since 1919; 
over 2000 jewelers have used our ser- 
vices; buy stores for cash; write, wire 
or telephone, Albany, HObart 5-1195. 


DO YOU NEED CASH? Do you want 
to sell your stock & fixtures for cash” 
Do you want a dignified auction sale, 
or flat sale? 30 years’ experience; wire. 
write or telephone, HERMAN BOR 
RESS, 1500 Popham Ave., Bronx, N. Y., 
Telephone, TRemont 8-9546. 


BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
N. Y. C., over 35 years successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad, page 113. 





JEWELERS SALES SERVICE; a pro- 
fessional sales organization § to 
serve you; AUCTION-ACTION; re- 
tail or liquidation; 25 years sale 
experience; your reputation pro- 
tected: immediate cash for store, 
stocks, fixtures; PHONE, WIRE, 
WRITE; 512% S. Main St., Los 
Angeles, Calif.; Phone MAdison 
6-0828. 





DEALERS LIQUIDATION SERVICE; 
The West Coast’s largest specialists 
in AUCTION—ACTION—PROMO- 
TIONAL—CLOSEOUT — RETIRE- 


MENT SALES; cash buyers of 
entire inventories and estates; for 
information at absolutely no ob- 
ligation PHONE—WIRE—WRITE 
to DEALERS LIOUIDATION SER- 
VICE, 742 N. Highland, Los Angeles 
38, Calif.; OLeander 5-6496. 


WANTED: LEADING BRITISH MANUT- 
FACTURER seeks link with top Amer- 
ican jewelry mfrs.: old established 
sirmingham jewelry mfrs. having sound 
connections with all the leading whole- 
salers and Britain’s largest chain store, 
seeks link with top American fashion 
jewelry mfr. with view to manufactur- 
ing and distriouting suitable American 
lines in the Country on a royaltv basis 
or by some other mutually advantageous 
terms: all replies in strictest confidence ; 
address, “P, 5942," care of JC-K. 





DO YOU NEED HELP? If you are 1! 
ventory heavy, bills to meet, low in 
cash, I can help you get straightened 
out: will advance up to $10,000 at no 
interest to curtail immediate invoices; 
supply all types of nationally adver- 
tised merchandise at prices that will 
amaze you—on memorandum; only in 
terested in a jeweler that has been in 
business at least 10 years, with a repu- 
table background; I stay with you as 
my work is personal and confidential 
no one can do for you what I will; I 
ean furnish the highest type reference ; 

address, “C, 5988," care of JC-K. 


DO YOU WANT TO SELL YOUR 
BUSINESS? DO YOU’ NEED 
CASH? We will pay cash or con- 
duct a flat or supervised auction 
sale; we have conducted over 1000 
sales in the past ten years alone; do 
not accept less than 100¢ on the dol- 
lar for your inventory, accounts, or 
fixtures; WRITE ... WIRE... - 
CALL COLLECT ... We will come 
to see you in your store at our 
expense; you are under no obliga- 
ttion; SILVERMAN SALES ENTER- 
PRISES, 580 Fifth Ave., N. Y. 36, 
N. Y. Tel. PLaza 7-4693. 


MARTY MILES SALES, INC.; guar- 
antees quick action-cash profits; 
our service costs you nothing; tes- 
timonial letters from hundreds of 
jewelers prove the cost of each sale 
is turned into a profit by terrific »x- 
tra volume of sales profit-wise our 
efforts produce for you; every sale 
is carefully analyzed; planned in 
advance and is under constart <u- 
pervision of our extensive staff; 
you can afford the best; write, wire, 
plane, MARTY MILES SALES, 
INC., 1835 Stevens Forest Drive. 
Suite 104, Dallas, Texas. Phone 
WH 11-5737. 


> a ARIE NN We: 2 POIANA TIS PS SRE 
Wanted to Purchase 








PLATINUM SCRAP WANTED: $5.00 
per dwt.; 18K gold, $1.22 per dwt 
14K, 95¢; 10K 68¢; silver 65¢ per 02 
bonus prices for gold filled: ship as is, 
we'll segregate: L. E. SIMMONS RE- 
FINING CO., 440 N. Orleans St., Chi 
cago 10, IIL. <gt r 

OLD GOLD AND JEWELRY WANTED: 
cash immediately for surplus stock, odd 
lot items: we also pay highest prices 
for gold, silver and platinum scrap, 
gold coins, diamonds, gold filled, ete. 
for full particulars, write, WILMOT'S, 
1067 AD. Bridge, Grand Rapids 4, Mich 

STORES WANTED; Midwestern 
chain, interested in acquiring addi- 
tional stores in town of 50,000 or 
more population; we are not liqui- 
dators or brokers; we are the princi- 
pals and can do business immediate- 
ly; money is no object if you have 
the right deal; address, “S, 5994,” 
eare of JC-K. 

-ELL ’EM TO CEL-MAX FOR QUICK 
CASH! Top prices for trade-in watches, 
jewelry, old gold; money by return 
mail for all makes and models in 
trade-in watches in any quantity; all 
shipments held intact for your ap 
proval; ref. Dun & Bradstreet and Na 
tional Bank of Commerce: Cel-Max, 

582 S. Main St., Memphis, Ten 








‘ASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce. Memphis, Tenn.: 
Jewelers’ Board of Trade, Dunn & 
Bradstreet. Weinman’s Dept. K. 
108 Beale Ave., Memphis, Tenn. 
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ARE YOU PLANNING TO GO OUT 
OF BUSINESS? You owe it to your- 
self to consult (without obligation) 
America’s oldest, largest and most 
reliable service in cash buying and 
liquidating jewelry stores and stocks, 
write for our free booklet, “Dollars 
and Sense Facts About Selling a 
Jewelry Store.” (See our page 7 
advertisement) GORDON BROTH- 
ERS, 38 Bromfield St., Boston, 
Mass. Hancock 6-3233. 


NEED CASH? READ THIS. Reason why 
I pay up to 25% more than others 
for diamonds, watches or anything 
around store—I have a retail store and 
manufacturing shop: will give much 
more than scrap gold price for old 
mountings, ete.;: will send air mail let- 
ter same day the amount of your check; 
if not satisfactory will return insured, 
prepaid; get my offer first; transac- 
tions confidential: references; JEWEL- 
ERS BOARD OF TRADE or your 
bank; BROMLEY, Dept. 11, 35 Fifth 
St. N. (BROMLEY BLDG.), St. Peters- 
burg, Florida. 


WE BUY OLD GOLD: diamonds: an- 
tiques, watches, silver, platinum, coins; 
we will pay up to 25% more than any- 
one else: be sure to get our offer: 
cash within 24 hours: no stock too 
large, too small: our check by return 
mail; your shipment held intact 10 
days, subject to your approval: refer- 
ences. Fla. Nat'l Bank of St. Peters- 
burg : Jewelers Board of Trade: 
HENRY JEWELERS, INC., 462 First 
Ave. No., St. Petersburg, Fla. 


Watch Work, etc., for 
the Trade 


FINE watch repairing for the trade: all 
work guaranteed for one year: 3 to 5 
days’ service: Watchmaker tested: rea- 
sonable prices. A. H. Shierer, Watch- 
maker, 101 S. Marion St., Oak Park, II. 








35 YEARS OF DEPENDABLE watch 
repair; fastest coast-to-coast service: 
reasonable prices; send trial order; 
COOPER’S WATCH REPAIR CO. 
48 W. 48 St., New York 36, N. Y. 


RELIABLE TRADE watch repairing: ex- 
cellent service: electronically timed; 
cases polished: work guaranteed: rea- 
sonable prices: all watches insured: J 
CAPARO, 1018 Belvoir Road, Norris- 
town, Pa. 

MID-WEST’S FINEST TRADE SHOP: 
watch repairs to the trade; 5 days ser- 
vice; low prices: one full vear guaran- 
tee: STUDIO WATCH REPAIR SER- 
hs 20 FE. Delaware Place, Chicago 
11, Til. 


BOSTON, MASS.: expert and guaran- 
teed watch repairing; Watchmaster 
tested; prompt service; prices on re- 
quest; mail orders invited; DAVID 
MIGDAL & CO., 109-B Summer St., 
Tel. HU 2-9547. 


Special Order Work and 
Repairs for the Trade 








new mountings 
setting: HAROLD 
Madison St., Chi- 


JEWELRY ” repairing: 
furnished: diamond 
JACOBSON, 29 
cago 2, Ill. 


MNCRUSTERS: stone and 
gravers; drilling: precious, semi-pre- 
cious stones: HARRY BRAUNFELD. 
encrusting over a quarter century, 71 

Nassau St., New York 38, N. ¥. 


rold seal en- 
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HIGH GRADE — NORMAL HAIR- 
SPRING VIBRATING; since 1921; 
service available to jobbers; mail 
orders promptly handled; EMMA 
GIRARDIN, 96 Rumson Rd., Littl- 
Silver, N. J. SHadyside 7-1283. 
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ARE WATCHMAKERS PAID TOO LITTLE? 


“Is the fall-off in watchmaker training a threat to the 
jewelry industry?” Our May issue posed this question 
in reporting the results of a survey of 31 trade schools. 
These schools are teaching watchmaking today to only 
one third as many students as a decade ago. 

The main reason for the drop, according to the school 
directors, is the GI Bill of Rights. Offering free educa- 
tion to returning servicemen, it attracted too many 
students to watchmaking schools ten years ago. Today, 
as a result of vesterday’s over-production of watch- 
makers, too few students are being drawn to the trade. 
But soon there will be a shortage of watchmakers unless 
ways are found to induce more young men to make 
watchmaking their vocation. 


That’s how the educators see it. Several letters to 
JC-K have used blunter language in “explaining” the 
decline in watchmaker-school enrollment. 


Consider this communication from the wife of a Certi- 


hed Master Watchmaker: 


“My husband and I both read with much interest the 
article regarding the closing of various watchmaking 
schools in your May 1960 issue. 

“How can the schools be expected to stay open? When 
the field itself does not appeal to young men, how can 
the schools? What voung man wouudn’t consider all the 
angles in choosing a trade or profession? 

“The above-average watchmaker draws from $100 to 
$110 per week: the average watchmaker does not earn 
that much. We can readily understand why the schools 
are closing: after all. young men cannot be expected to 
go to school for many months and then have a limit set 
on their earnings. 


** 


How about a look al working conditions ? The aver- 
age watchmaker puts in a full six-day week: he does not. 
for the most part. have hospitalization benefits or sick 
leave. When he is sick—and even the healthiest of men 
gets the flu and occasionally a strep throat or cold that 
keeps him home a day—he is docked a day’s pay. With 
the initial salary so low. he is forced to go to work. in 
order to meet his meager budget. 

“What the average jeweler does not realize is that in 
his watchmaker he has the best ambassador money can 
buy. The watchmaker strives to maintain good cus- 
tomer-store relations. He believes that watches worth 
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his time repairing are deserving of his best workmanship. 
He believes that every watch repair customer is a poten- 
tial customer for the store, and that the customer must 
be treated fairly and with respect, so that he will come 
back again and again for both the repair department 
services and for the merchandise the store offers. Yet 
he isn’t rewarded with a salary befitting his training. 


“We have lived in three different areas and my hus. 
band is a Certified Master Watchmaker and drew the 
top pay for the area. Believe me, it was not anything to 
set the world afire. My husband is a devoted watchmaket 
with many years of experience; yet, now that he has 
reached his top potential salary, what next? 

“Can you expect young men with a family to support 
to take watchmaking as a career, with a future already 
boasting only $110 as top pay, with very few exceptions ? 
With the same amount of training in another field. the 
young man will start out at higher pay than the watch- 
maker's end potential.” 


. * + 


In quoting these words, we are disinclined at the 
moment to either accept or reject them. But we are 
certain that many skilled watchmakers, and many of 
their wives, feel the same gentle frustration that perme- 
ates this letter. And we believe that any concern that 
is widespread in a trade becomes a problem for the trade 
to solve, if the means to do so are within its command. 


How do you feel about watchmaker earnings? Are 
watchmakers, after all, about as well paid as other kinds 
of industrial craftsmen? Or have watchmaker salaries 
failed to keep pace with the declining purchasing power 
of the dollar and the increased cost of living? 

{re some compensation plans more satisfactory and 
rewarding than others? Should repair craftsmanship be 
merchandised more skillfully? Can new ways be found 
to increase repair output without sacrificing quality ? 

If you have thoughts along these lines. put them on 
paper and send them along to JC-K. Maybe some useful 
conclusions can be drawn from your comments and other 
people's comments—-conclusions that can help the future 
of both jewelers and watchmakers. Let’s be hearing 
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COME TO CHICAGO THIS JULY 
-- » HAVE FUN — AND CASH-IN ON THE BIGGEST BUYING OPPORTUNITY IN YEARS 


For Reservations, Contact Morrison Hotel 
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Community does a bigger-than- 
ever selling job for you this fall. 
Captures the silverplate market 
with ‘the look of sterling at a 
down-to-earth price.” Boosts 
stainless sales with the name 
customers know, trust. want. 
Both flatware twins offer finest 
craftsmanship, beautiful pat- 
terns, smart packaging. A com- 
plete line of fine hollowware 
rounds out the new Community 
family. And pays off in profits! 


Oneida @ Silversmiths 


HEIRLOOM®* STERLING 
iT) On Jelcts 2. sian 116 24-1 1m we 2 
TUDOR*® PLATE ONEIDA COMMUNIFEY 
ONEIDACRAFT* STAINLESS 
ONEIDA* DINNERWARE 
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COMMUNITY 


SIL 





RPLATE 


FEATURED: "SONG OF AUTUMN” 
NEW COMMUNITY’ STAINLESS IN “CELEBRITY” AND “DRIFTWOOD” 





COMMUNITY 
STAINLESS 


IN COMMUNITY’ SILVERPLATE; 40-PC. SERVICE FOR 8, ONLY $49.95. 
; 16-PC. SERVICE FOR 4, $24.95... 50-PC. SERVICE FOR 8, $59.95. 
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